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ABSTRACT 
This study was the first attempt to develop and test a causal model of intemational 
tourists' souvenir purchasing behavior. The objectives were 1) to identify the variables that 
may affect intemational tourists' purchasing behavior for textile souvenirs. 2) to propose a 
causal model that incorporates those variables, and 3) to test the proposed model for U.S. 
tourists who are traveling to Mexico. 
The population of interest was female adults who had ti^ veled to Mexico or were 
planning to travel to Mexico in the near future. A self-administered questionnaire, along with 
color photographs of five Mexican textile souvenirs, was mailed to 900 females who had 
contacted a Mexican Govemment Tourism Office for travel infomnation. A total of 336 
surveys was returned for a response rate of 40%, and of these, 277 were deemed usable. 
A maximum-likelihood estimation procedure was used via LISREL VII to test tiie proposed 
model, which included an examination of the causal relationships among general values, 
attitude toward other cultures, knowledge of Mexico, travel motivations, tourism styles, 
attitude toward souvenirs, and purchase intention. 
Exogenous variables, such as general values and attitude toward other cultures, 
affected travel-related attitude and behavior that, in tum, influenced attitude toward 
souvenirs. Then, attitude toward souvenirs affected tourists' intention to purchase the 
souvenirs. Specifically, materialistic and hedonistic value orientations positively influenced 
desire to be entertained when traveling, while general interest in other cultures positively 
affected desire to explore the cultures of the travel destinations. Tourists witin stronger 
entertainment motive were more likely to participate in recreational travel activities and to 
hold a favorable attitude toward the uniqueness of souvenirs. Tourists with stronger 
exploration motive were more actively involved in historic tourism. Historic tourism positively 
influenced attitude toward the aesthetic aspects of souvenirs. Favorable attitudes toward 
the aesthetic properties and the uniqueness of souvenirs exerted positive effects on 
xi 
purchase intention. Knowledge of Mexico negatively affected attitudes toward the 
uniqueness of Mexican souvenirs. Some variations in the relationships were found among 
the five souvenirs. The findings of this study would help the tourism industry to tjetter 
understand international tourists and to develop appropriate promotional strategies. 
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CHAPTER 1: INTRODUCTION 
Background 
Tourism is now one of the world's largest and fastest-growing industries (Naisbitt, 
1994; Sharpley, 1994; U.S. Department of Commerce, 1993). In recent years, tourists' 
expenditures have increased substantially (Hawkins, 1993; Travel Industry Assodation of 
America, 1996). Over the period 1985 to 1995, U.S. tourists' expenditures on both 
domestic and international tourism grew a dramatic 74 percent (Travel Industiy Association 
of America, 1996). In tiie year 1995 travel expenditures by U.S. tourists were over $405 
billion (Travel Industry Assodation of America, 1996). 
Of travel-related expenditures, approximately one-third are devoted to shopping 
(Littrell, Baizerman, Kean, Gahring, Niemeyer, Reiily, & Stout, t994). People do not give a 
high priority to shopping as a criterion when initially selecting a travel destination, but they 
do shop as they travel (Traveler's notes, 1995). In a national survey conducted by the 
Travel Industry Assodation of America (Cook, 1995), 44 percent of all respondents reported 
shopping as one of their ti^ vel activities. Shopping is becoming increasingly important, 
particulariy on trips which are primarily of a leisure nature (Timothy & Butier, 1994). The 
main products purchased by tourists are local handicrafts, dothing, and books (Gahring et 
al., 1992; Traveler's notes, 1995). The possession of travel souvenirs is very important to 
tourists as "tangible evidence of Uie travel experience" (Litti-ell et al., 1994, p. 3). 
Accordingly, with travel authorities' recognition of the importance of facilitating tourists' 
shopping activities, a great concern for mari<eters Is to expand their understanding of 
tourists as a basis for predicting tiieir souvenir purchasing behavior. 
Empirical evidence on tiie usefulness and applicability of prominent consumer 
behavior models such as tiie Engel, Kollatt, and Blackwell model (1993) suggests that 
tourists' souvenir purchasing behavior may be formulated through a process similar to 
general consumer behavior models. That is, as with consumer behavior more generally. 
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tourists' souvenir purchasing beliavior may ise influenced by such variables as values, 
motivations, and attitudes. A number of studies have examined tourists' psychological 
characteristics such as motivations, roles, and benefits, and their travel activities such as 
travel experiences, physical activity, and level of interaction with host communities. In 
general, these studies were directed at describing tourism styles based on such variables. 
However, no studies were found that focus on predicting the relationships among tourists' 
psychological characteristics, travel activities, and souvenir purchasing behavior. In this 
study, therefore, a theoretical model was presented and tested based on hypothesized 
relationships among those variables. 
The international tourist market is ripe for growth (U.S. Congressional House 
Committee on Small Business, 1994). International tourist anivals woridwide jumped from 
about 288 million in 1980 to over 528 million in 1994, generating tourist receipts of $321 
billion, excluding expenditure on intemational transport (Worid Tourism Organization, 1995). 
The Worid Tourism Organization estimates that international tourist anivals woridwide will 
reach 661 million in tiie year 2000 and 937 million by 2010 (Vellas & Becherel, 1995). 
Despite the significance of intemational tourism, few studies have dealt with souvenir 
purchasing behavior within an intercultural context. This research seeks to explore 
intemational tourists' souvenir purchasing behavior by studying U.S. tourists in a situation of 
traveling to another culture-Mexico. 
in many developing countries, tourism is a major economic factor (Vellas & 
Becherel, 1995). Over recent decades Mexico has been one of the major destination 
countries for intemational tourism. The total number of intemational tourist arrivals in 
Mexico amounted to 17 million in 1992 at a time when total worid intemational tourism 
am'vals were approximately 482 million. The 1992 intemational tourism expenditure in 
Mexico reached $6.1 billion, with an average annual growtii rate of 3.2% overtime period 
1980 to 1992 (Latham, 1995). Intemational tourists bring into Mexico approximately $1.5 
billion more than Mexicans spend abroad (van den Berghe, 1995), placing tourism 
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consistently among the top three earners of foreign receipts in Mexico (U.S. Department of 
Commerce, 1993). In addition, the hospitality industry in Mexico employs about one-tenth 
of the labor force (van den Berghe, 1995). Considering the fact that over 90% of its visitors 
are from the United States (Latham, 1995), it is critically important for the Mexico tourism 
industry to understand U.S. tourists and to develop tourism promotions, activities, and 
products. 
Purpose 
The purpose of this study was to better understand intemational tourists' travel and 
souvenir purchasing behavior in order to predict their intention to purchase souvenirs. To 
accomplish this, I first investigated variables related to tourists' souvenir purchasing 
behavior through a literature review. The variables identified were cultural values, personal 
values, attitude toward other cultures, knowledge of the host culture (Mexico), travel 
motivations, and tourism styles. 
Tourists' values have been shown to be useful in evaluating their travel motivations 
(Pitts & Woodside, 1986), and an understanding of tourists' travel motivations is crucial to 
predicting their travel patterns (Cha, McCleary, & Uysal, 1995). Moreover, several 
researchers suggest that tourists' psychographics and travel experiences are mediated by 
travel motivations (Bello & Etzei, 1985). To date, however, the relationship among tourists' 
psychological characteristics, travel motivations, and tourism styles has not been empirically 
tested. From a scholariy perspective, therefore, this study is important because it tests 
theoretical interrelationship among these variables. 
Based on previous studies, I proposed a model that explains how a series of travel-
related variables affect tourists' souvenir purchasing behavior, and later evaluated the 
appropriateness of tiie model for U.S. tourists. The findings of this study may offer 
important implications for the tourism industry. That is, this study might lead to 
segmentation of the intemational tourism mari<et based on tourists' cultural values, personal 
values, attitude toward other cultures, knowledge of the host culture, travel motivations, 
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tourism styles, and attitude toward souvenirs. This might help the tourism industry to 
promote unique travel products and develop appropriate promotional strategies to appeal 
successfully to each segment. 
Objectives 
The objectives of this research were directed at increasing knowledge of the 
relationships among various tourist characteristics, attitude toward souvenirs, and intention 
to purchase souvenirs witiiin an intercultural context. More specifically, the objectives were 
to: 
1. Identify the following variables for U.S. tourists. 
a. cultural values 
b. personal values 
c. attitude toward other cultures 
d. knowledge of the host culture (Mexico) 
e. travel motivations 
f. tourism styles 
9- attitude toward Mexican souvenirs 
h. intention to purchase Mexican souvenirs 
2. Propose a model that incorporates the variables that affect international tourists' 
purchasing behavior for textiles souvenirs. 
3. Test and evaluate the proposed model for U.S. tourists. 
Definitions 
• Tourist - "A person away from home on nonroutine travel. This could include 
traveling for vacation, business, attending a convention, or visiting family or friends" 
(Anderson, 1993, p. 5). 
• Souvenir - "A tangible object whose presence helps to define and situate in time a 
travel experience tiie owner wishes to remember" (Anderson, 1993, p. 6). 
Cultural values - Dominant beliefs held by people in a particular culture. Examples 
of cultural values included individualism vs. collectivism, masculinity vs. femininity, 
and uncertainty avoidance. 
Personal values - Central beliefs that provide the criteria for guiding actions across 
life's situations and forjudging personal action or the action of others. 
Attitude toward other cultures - Evaluative response to other cultures. In this 
study, consumer ethnocentrism and world-mindedness were included. 
a. Consumers' ethnocentrism; Consumers' beliefs about the 
appropriateness and morality of purchasing foreign products. 
b. Worid-mindedness; A tendency to favor a world-view of the problems 
of humanity, and to have mankind as the primary reference group. 
Knowledge of the host culture - Knowledge about language, dominant values, 
belief, and prevailing ideology in a host culture. 
Travel motivations - The internal factors that lead to travel experiences. 
Tourism styles - A segmentation of tourists based on their travel activities and 
interaction with host communities. 
Attitude toward souvenirs - Tourists' predisposition to respond to souvenirs in a 
favorable or unfavorable manner. 
Intention to purchase souvenirs - The likelihood that tourists would purchase 
souvenirs. 
6 
CHAPTER 2: LITERATURE REVIEW 
In this chapter, literature was reviewed to generate hypotheses regarding tourists' 
travel and souvenir purchasing behavior. Rrst, a model of tourists' souvenir purchasing 
behavior was formulated based on the Engel, Kollatt, and Blackwell (EKB) (1993) model of 
consumer behavior, Fishbein's (1967) attitude model, and Fishbein and Ajzen's (Ajzen & 
Rshbein, 1980; Rshbein & Ajzen, 1975) theory of reasoned action. Second, previous 
studies relevant to the proposed model were reviewed. Specifically, examination was made 
of the following areas: souvenirs, intention to purchase souvenirs, attitude toward souvenirs, 
travel motivations, tourism styles, cultural values, personal values, attitude toward other 
cultures, and knowledge of the host culture. Finally, the hypothesized relationships among 
variables were stated. 
Organization Framework 
The Engel, Kollatt, and Blackwell (EKB) (1993) model of consumer behavior sen/ed 
as a theoretical frameworic for proposing relationships among the variables expected to 
influence tourists' souvenir purchasing behavior in this research. The EKB model focuses 
on the decision process, consisting of five basic components: 1) information input, 2) 
information processing, 3) decision process, 4) product evaluations, and 5) variables 
influendng the product evaluations and decision process. Input refers to various forms of 
information from marketing and nonmarketing sources. The infomnation processing section 
of the model consists of the consumer's selective exposure, attention, comprehension, and 
retention of information. After passing through the consumer's active memory, the 
information has its initial influence at the problem recognition stage of the decision process. 
The product evaluations section of the model Is comprised of four dimensions such as 
evaluative criteria, belief, attitudes, and intention. This section explains the assessment of 
various altematives before arriving at a final purchase decision. Variables influencing tiie 
product evaluations and decision process include general motivating influences such as 
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personality, lifestyle, motives, and normative compliance; and environmental influences 
such as cultural norms and values, reference groups and family, and anticipated and 
unantidpated circumstances (Engel et al., 1993; Schiffiman & Kanuk, 1983). 
Rgure 2.1 shows the initial model of souvenir purchasing behavior that was 
developed based on the EKB model. For this study, variables influencing product 
evaluations were 1) general individual characteristics such as cultural values, personal 
values, attitude toward other cultures, and knowledge of the host culture, and 2) travel-
related characteristics such as travel motivations and tourism styles. Consumers' general 
characteristics were expected to influence their travel-specific attitudes and behavior. The 
product evaluation section of the proposed model included attitude toward souvenirs and 
intention to purchase souvenirs. The final result of the consumer's decision process was 
purchase decision. 
In addition to the EKB model, Fishbein's (1967) attitude model was used in the 
present study to define the concept of attitude toward souvenirs. Fishbein's attitude model 
explicitly recognizes that the attitude object has a number of attributes that may differ in 
importance (Runyon & Stewart, 1987). The model has been considered especially suitable 
for measuring attitude toward a product or brand (Schiffman & Kanuk, 1983). A consumer's 
attitude is defined as being a function of the presence (or absence) and evaluation of a 
number of object attributes. The Fishbein model, often refered to as the multiattribute 
attitude model, can be expressed in the following mathematical form: 
n 
Ao = I biCi 
i=1 
where 
Ao=attitude toward the object, 
b|=the strength of the belief that the object has attribute i, 
ej=the evaluation of attribute i, and 
n=the number of salient attributes. 






the Host Culture 
* Attitude toward 
Souvenirs 
• Travel Motivation 
Tourism Styles 







Individual Characteristics 1——^ Product Evaluation I—^ Purchase Decisionl 
Figure 2.1. initial l\/lodel of Souvenir Purchasing Behavior 
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The summed set of beliefs about (or perception of) the object's attributes weighted 
by the evaluation of the importance of the attributes indicates attitude toward the object. 
Therefore, it is necessary to measure b; and ej separately in order to compute the score of 
the attitude toward the object In the present study, bi is referred to as the perception of 
souvenir attributes and ei as the importance of evaluative criteria for selecting souvenirs. 
In addition, Fishbein's (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975) subsequent 
general model of behavior and intention-theory of reasoned action-provided a conceptual 
frameworic relating attitude toward souvenirs, intention to purchase souvenirs, and actual 
purchase behavior. The model suggests that consumer behavior can be predicted by using 
intentions as the mediator between attitude and overt behavior. In the present study, 
tiierefore, the relationship between intention and actual purchase behavior was not 
examined, but it was assumed tiiat purchase behavior is detemiined by and predicted from 
the individual's behavioral intention. 
Souvenirs 
Sm'rth (1989) defines a tourist as "a temporarily leisured person who voluntarily visits 
a place away from home for the purpose of experiencing a change" (p. 1). Accordingly, 
tourists are concerned with a non-permanent, non-ordinary experience. For tourists, the 
souvenir serves as a tangible way of capturing their non-ordinary experience (Gordon, 
1986). Gordon projected that souvenirs can be categorized into five types including pictorial 
image, piece of the rock, symbolic shorthand, mari<er, and local product. Pictorial images, 
such as picture p>ostcards, photographs, and illustrated books about particular regions, are 
the most common type of souvenir. Piece-of-the-rock souvenirs are usually natural material 
or objects, taken from a natural environment. Examples are rocks from the mountains, 
grasses from the prairie, shells and driftwood from the beach, and pine cones from the 
forest. The piece-of-the-rock can also be taken from the built environment such as 
buildings. Symbolic shorthand souvenirs are usually manufactured products which evoke a 
shortiiand message about the place tiiey came from. Examples are a miniature Eiffel 
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Tower from France, a miniature lobster pot from Maine, and an oversize sombrero from 
Mexico. Markers are items that have no reference to a particular place in themselves but 
are inscribed with words which locate them in place and time. For example, a T-shirt has 
little meaning in itself but when marked "Grand Canyon" it becomes a reminder of the place. 
Rnally, local product souvenirs include a variety of objects such as local foods and clothing. 
Local handcrafts are an important subcategory of local products. By definition, 
handcrafts are products made by hand with support from simple machinery (Littrell, 1996). 
Handcrafts reflect the traditions of a local community and, thus, tourists perceive handcrafts 
as products of different people such as primitive natives, folk peoples of other cultures, and 
religious people (Gordon, 1986). Studies have shown that the main products purchased by 
tourists are local handcrafts and clothing (Gahring et al., 1992; Traveler's notes, 1995). 
Local textile crafts and a T-shirt, which represent two categories of Gordon's souvenir types, 
i.e., local product and marker, were examined in the present study. 
Endogenous Variables 
The ultimate dependent variable examined in this study was intention to purchase 
souvenirs which appears on the far right in Figure 2.1. Based on the Rshbein model, it was 
hypothesized that tourists' intention will be explained by their attitude toward souvenirs. 
Also, travel motivations and tourism styles were included in the model because the two 
variables were expected to be important predictors of tourists' attitude toward souvenirs. 
Intention to Purchase Souvenirs 
Within the context of consumer behavior, intention refers to the plan to acquire or 
use products (Mullen & Johnson, 1990). Intention provides a link between consumers' 
reactions to products and their acquisition or use of the products. Thus, intention has been 
used as an alternative measure to purchase behavior. It is generally assumed that 
favorable results of consumers' internal processes in response to a product will lead to their 
actual purchase of the product. While a number of studies in tourism have dealt with 
souvenir purchasing behavior, no studies have examined tourists' intention to purchase 
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souvenirs in relation to their attitude toward souvenirs. Souvenir purchasing behavior has 
t>een examined in terms of types of souvenirs purchased, the numiser of souvenirs 
purchased, the amount of money spent on souvenirs, and purchasing styles. These 
variables were used mostly for describing the differences among tourist segments. 
Attitude toward Souvenirs 
Traditional model conceive of attitude as having three components: cognitive, 
affective, and behavioral. The cognitive dimension involves thoughts or ideas people have 
about the attitude object, usually referring to beliefs. The affective dimension contains 
feelings or emotions people experience in regard to the attitude object. The last 
component, the behavioral dimension of attitude, consists of people's actions with regard to 
the object (Runyon & Stewart, 1987). 
Rshbein's attitude model, which was applied in the present study, assumes that the 
three components of attitude tend to be consistent with one another. According to the 
model, the consumer's favorable attitude toward a product suggests positive beliefs about 
the product and a tendency to behave in a positive manner toward the product. Product 
attitude is, therefore, generally defined as a predisposition to respond to a particular product 
in a favorable or unfavorable manner (Kim, 1995). The two important concepts in the 
Fishbein model are evaluative criteria, i.e., the attributes of a product which the consumer 
finds to be important, and the perception of the attributes possessed by a particular product. 
In the following section, previous studies regarding evaluative criteria and product attributes 
are discussed. 
Evaluative Criteria. Several studies have sought to identify the dimensions by 
which consumers evaluate textiles souvenirs or ethnic textiles and clothing (Table 2.1). In 
these studies, evaluative criteria have been measured by asking consumers about the 
reasons for their preference of a product (in interview research) or about the importance of 
attributes for selecting a product (in survey research). In Littrell's (1990) study, international 
tourists were asked to describe the meanings associated witin tiieir favorite textile crafts 
Table 2.1. Summary of Previous Research Related to Evaluative Criteria Dimensions 
Researcher Measure of Evaluative Criteria Sample Dimensions of Evaluative Criteria 
Littrell (1990) Meanings associated with 
favorite textile crafts acquired 
during travels 
98 International tourists Uses for textiles 
Shopping experiences with textiles 
Textile associations with place or culture 
Personal memories of travel 
Intrinsic qualities of textiles 
Slaybaugh, Littrell, & 
Farrell-Beck (1990) 
Reasons for preference of 
Hmong textiles 








Dickson (1994) Desirability of clothing 
characteristics 
376 customer from the ATO, 








Littrell, Paff, & Kim (1997) Desirability of clothing 
characteristics 
477 customers from the ATO, 




Indian surface design and decoration 
Personal attractiveness 
Fashionability 




acquired during travels. Responses were content analyzed resulting in five major 
categories: uses for textiles, shopping experiences with textiles, textile associations with 
place or culture, personal memories of travel, and intrinsic qualities of textiles (i.e., aesthetic 
properties, physical properties, unusual or novel features, woricmanship, antique, and cost). 
Slaybaugh, Littrell, and Farrell-Beck (1990) examined reasons for consumers' preference of 
Hmong textiles. Using content analysis, the descriptors of favorite textiles were categorized 
into the following dimensions: general evaluations, color, design, workmanship, cultural 
aspects, and use. Dickson (1994) examined the important evaluative criteria used by 
customers from the Altemative Trading Organization (ATO), Pueblo to People, in making 
decisions to purchase ethnic apparel. The evaluative criteria were categorized into seven 
factors such as quality, ethnic, fashion, store benefits, neutral colors, practical, and soft 
colors. In a study of customers from the ATO, Mari^ etPlace Handwori< of India (Littrell, Paff, 
& Kim, 1997), eight categories of attributes, such as individuality/creativity/noticeability, 
quality, Indian surface design and decoration, personal attractiveness, fashionability, simple 
solids and neutrals, camouflaging, and cause related, were identified. The most commonly 
recognized criteria in previous research were, therefore, aesthetic properties such as color 
and design, quality, and cultural aspects. 
Littrell (1987) developed profiles of international tourist consumers of textile crafts 
based on their preference of handcrafts purchased during travels. The five tourist types 
emerging from cluster analysis were: Fine Wori<manship Consumers, Dramatic Apparel 
Consumers, Ethnic or Cultural Oriented Consumers, Supporters of Handcrafts, and 
Function Oriented Consumers. Fine Wori<manship Consumers purchased textiles that were 
beautiful and of fine workmanship. The consumers provided precise detail about their color 
and design preferences and were attracted to textiles that appeared typical of the country. 
Dramatic Apparel Consumers bought textiles to support a personal style of dramatic 
dressing. Ethnic and Cultural Oriented Consumers placed high emphasis on the symbolic 
meanings of ethnic textiles. Supporters of Handcrafts were concerned with supporting 
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craftpersons in the developing world. Finally, Function Oriented Consumers regarded a 
textile's function as highly important in purchase decisions regardless of their aesthetic 
evaluation of the item. This study showed that the evaluative criteria for selecting souvenirs 
can be used as a base for market segmentation. 
Littrell et al. (1994) found that tourists' travel activities were closely related to their 
evaluative criteria for selecting souvenirs. The important criteria for Ethnic, Arts, and 
People oriented tourists were aesthetic criteria (i.e., appealing color, design, and 
workmanship), product crieria (i.e., uniqueness, clever idea, good gift, and fit into 
collection), and producer crieria (i.e.. made by well-known artisans). Tourists with strong 
History and Paries orientation purchased souvenirs tiiat had appealing colors and design, 
exhibit high quality wori<manship, and can be displayed in the home or used as gifts. Urisan 
Entertainment oriented tourists looked for souvenirs that symbolized their vacation 
destinations through a visible name or logo on the product. Finally, Active Outdoor-oriented 
tourists purchased souvenirs that can be displayed in the home, are unique or made by a 
well-known craftperson, and have a local logo. Dickson (1994), in her study of the ATO 
customers, found that the importance of the practicality of styles discriminated among three 
purchasing groups, i.e., clothing purchasers, other purchasers, and non-purchasers. 
Hence, it may be reasonable to expect that tourists' evaluative criteria for selecting 
souvenirs would be related to their travel behavior and purchase decisions. 
Perceptions of Product Attributes. Another important concept in understanding 
product attitude is perception of the relative presence of particular product attributes. 
Although souvenir evaluative criteria have been explored in several studies, little is known 
about consumers' perception of souvenir attributes. Dickson (1994) examined perception of 
ethnic apparel sold by the Pueblo to People, and identified five dimensions of perceived 
attributes: quality, fashion, neutral colors, ethnic, and store benefits. She found that the 
perception of ethnic apparel attributes were more useful than importance of evaluative 
criteria for discriminating among three purchasing groups. In her study, positive attitude 
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toward ethnic apparel, which was measured by a combination of evaluative criteria and 
perceptions of apparel attributes, significantly affected purchase intention. In the present 
study, therefore, it was expected that tourists' favorable attitude toward souvenirs would 
predict their purchase intention. 
Travel Motivations 
A motivation is a driving force behind behavior (Fodness, 1994). Also, it is "an 
awareness of potential satisfaction in a future situation" (Ross & Iso-Ahola, 1990, p. 227). 
In the context of tourism, motivations, which are also referred to as travel benefits sought by 
tourists, affect travel behavior. Although a great number of studies have been conducted to 
find out why tourists travel, there is no universally agreed-upon conceptualization of the 
travel motivation construct (Fodness, 1994). Findings fl'om previous studies on travel 
motivation dimensions are summarized in Table 2.2. 
Dimensions of Travel Motivations. Two important concepts in analyzing travel 
motivations are push and pull factors. Pull factors are the external forces of the destination 
attributes which are thought to account for actual destination choice, while push factors are 
people's own internal forces that explain their desire to go on a vacation (Bello & Etzel, 
1985). Examples of pull factors are scenic beauty, good fishing, sunshine, relaxed tempo, 
and friendly natives (Fisher & Price, 1991). Push factors are psychologically-based 
motivations, such as escape, relaxation, and excitement. Most of the research on travel 
motivations has focused on push factors, revealing that seeking and escaping are two basic 
motivational dimensions. That is, tourists not only want to escape from their routine and 
stress through travels, but also to seek novelty, excitement, social relationships, or 
knowledge (Iso-Ahola, 1982,1984). The present study also was limited to push factors. 
Crompton (1979) interviewed 39 consumers in Texas and Massachusetts, and 
identified nine travel motivations for pleasure vacations. Seven motivations that were 
classified as 'socio-psychological' included escape from a perceived mundane environment, 
exploration and evaluation of self, relaxation, prestige, regression, enhancement of kinship 
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relationships, and fadlitation of soda! interaction. The two remaining motivations, 
categorized as 'alternate cultural' were novelty and education. 
Ross and Iso-Aholar's (1990) study sought to find out which motive and satisfaction 
dimensions were important to Washington, DC visitors. Researchers identified six 
motivational dimensions—general knowledge, social interaction, escape, impulsive decision, 
specific knowledge, and shopping for souvenirs—and six satisfaction dimensions— 
knowledge, escape, tour pace, social interaction, sodal security, and practical 
aspects. Researchers concluded that a considerable similarity existed between motivation 
and satisfaction dimensions of a sightseeing tour dimensions. 
Fisher and Price (1991) proposed, based on the motivation literatijre, that five 
pleasure travel motivations existed: education, escape, coping, enhandng kinship 
relationship, and social interaction with new people. They found that motivations were 
significantiy related to intercultural interaction and not related to post-vacation attitude 
change. The education and the social interaction with new people motivations were 
positively related to and the escape motivation was negatively related to intercultural 
interaction. 
Cha, McCleariy, and Uysal (1995), in their study of Japanese tourists who travel 
abroad, reported six different travel motivations—relax, knowledge, adventure, travel 
bragging, family, and sports. On the basis of these motivations, tourists were segmented 
into three distinct clusters: Sports Seekers, Novelty Seekers, and Family/Relaxation 
seekers. Age and education level differed significantly among the three groups. Sports 
Seekers had more people in their twenties and a higher education level than the other two 
groups. Novelty Seekers had more junior and senior high school graduates and more in the 
over-60 age group. Family/Relaxation Seekers were younger and had the highest 
education level. 
Fodness (1994), through focus group interviews, developed a self-report scale to 
measure tourist motivations based on functional models of Katz (1960) and Smith, Bruner, 
18 
and White (1956). He identified four dimensions of travel motivations: knowledge function 
vs. utilitarian function (minimization of punishment), social-adjustive function, value-
expressive function, and utilitarian function (reward maximization). When the scale was 
tested with 402 Florida visitors, the social-adjustive function did not appear to be a distinct 
dimension of travel motivations. Also, the value-expressive function was divided into two 
suk}dimensions such as ego-enhancement and self-esteem. 
Although these studies employed different approaches or different measures in 
assessing travel motivations, some commonalities were found. Family and friend 
relationships, knowledge or education, relaxation, escape, and novelty were the dimensions 
most frequentiy recognized in previous research. 
Novelty. Several researchers have focused on tourists' desire for novelty, 
suggesting that the novelty motive plays an important role in travel dedsions and activities. 
Bello and Etzel (1985) examined demographic and behavioral differences between tourists 
who experience different levels of novelty. Tourists taking novel trips and those taking 
commonplace trips did not differ demographically but did differ in various travel-related 
variables. Novelty-seeking tourists placed greater importance on the pleasure vacation, 
sought more destination advice, and stayed away from home longer than those taking 
commonplace tiips. Lee and Crompton (1992) viewed the novelty motive as consisting of 
several dimensions. Factor analysis showed that the novelty construct had four interrelated 
but distinctive dimensions—thrill, change from routine, boredom alleviation, and surprise. 
Authenticity Seeking. Authenticity seeking has been considered as a prominent 
travel motive. According to MacCannell (1976), tourism Is a search for authenticity. That is, 
tourists seek escape from alienated modem societies and search for authenticity. He also 
developed the concept of staged authenticity. Once a local cultural product is performed or 
produced for tourist consumption, it loses authenticity and becomes staged for tourists 
(Cohen, 1988; MacCannell, 1973). Therefore, although tourists may fc>elieve they are 
seeing authenticity, they are, in fact, experiencing only what local people or the tourism 
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industry are allowing them to see. The greater that tourists need to experience authenticity, 
the stricter will be their criteria for judgments of authenticity (Cohen, 1988). Tourists' desire 
to seek authenticity was empirically identified in some studies (Cha et a!., 1995; Rsher & 
Price, 1991; Gitelson & Kerstetter, 1990) and named exploration or knowledge/education. 
Fisher and Price stated, 'Wvhile all international travel provides the potential for intercuKurai 
experiences, travelers motivated by cultural leaming are posited to take a more aggressive 
stance toward cultural interaction" (p. 197). 
Travel Benefits Segmentation. Some researchers hypothesized that travel 
motivations can be used to segment tourists. Loker and Perdue (1992) sought to 
distinguish among tourists who visited North Carolina on the basis of their desired vacation 
benefits. Twelve benefits were factor analyzed resulting in four dimensions such as 
escape/relaxation, natural sunroundings, excitement variety, and family/friends. According 
to similarities and differences in these benefits, six distinct benefit-segments were 
determined; Naturalists, Nondifferentiators, Family/Friend-oriented, Excitement/Escape, 
Pure Excitement Seekers, and Escapists. Researchers found that trip characteristics 
differed significantly among the segments. Naturalists planned their trips one to three 
months in advance and enjoyed camping, fishing, and visiting scenic or historical sites. 
Their travel purpose was outdoor recreation. Nondifferentiators traveled for any one of the 
three major purposes such as outdoor recreation, visiting family and friends, or sightseeing. 
Family/Friend-oriented tourists traveled to visit family and friends, and used friends and 
relatives as travel information sources. Excitement/Escape tourists planned their trips less 
than one month in advance and used attraction brochures as information sources. Pure 
excitement seekers had a similar profile to that of Excitement/Escape tourists, but they 
showed greater satisfaction with the quality of highways, scenery, and attractions. The 
travel purpose for both Excitement/Escape and Pure Excitement Seekers was sightseeing. 
Finally, the profile of the Escapists was very similar to that of Nondifferentiators, but this 
group showed the least satisfaction with the quality of highways, scenery, and attractions. 
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Demographic and sodoeconomic characteristics were also significant in describing the 
differences among the segments. 
Woodside and Lawrence (1985) examined differences in travel benefits among 
tourists of different nationalities, i.e., Canadian, American, and Japanese visitors to Hawaii. 
Canadian tourists reported relaxation as the major benefit while Americans rated cultural 
experiences as important. For Japanese tourists, family togethemess was the major 
benefit. 
These studies showed that different segments of tourists sought or experienced 
different benefits although traveling to the same vacation destination. Loker and Perdue 
(1992) further showed that the benefits sought by tourists affected several travel behavior 
variables such as trip planning and post-trip evaluation. 
Motivation-Behavior Linkage. Tourists' motivations differentiate and characterize 
their travel pattems (Cohen, 1979). Some studies were conducted to explore the 
motivation-behavior linkage in tiie context of tourism. Gitelson and Kerstetter (1990) 
examined the relationships between travel motivations, travel behavior, and 
sociodemographic characteristics. Initially, factor analysis was used to determine 
underiying travel motivations. Excluding two factors with low reliability, four factors were 
found: relaxation, explorer, excitement, and social. The four travel motivations were 
significantly related to travel behavior and sociodemographics characteristics. People who 
stayed in the state for seven or more days rated both relaxation and social dimensions to be 
more important tiian those spending fewer than seven days. Tourists who visited the 
coastal sections of the state rated excitement high while those who visited mountains rated 
both relaxation and social dimensions important. Relaxation and social dimensions were 
also rated higher by tourists who fished, camped, or hiked than those who did not take part 
in tinese activities. 
In summary, researchers attempting to define travel motivations typically measured 
psychological reasons or benefits tourists seek for ti'avel. There is no consensus on the 
21 
dimensions consisting of travel motivations; however, family/friend relationship, 
knowledge/education, relaxation, escape, novelty, and exploration appeared to be 
prominent reasons for leisure travel. Several researchers suggested that tourists' 
motivations for travel explain their travel activities. Therefore, in the present study, the 
significant relationship between travel motivations and tourism styles was hypothesized. 
Tourism Styles 
Behavioral typologies of tourism roles can be differentiated from motivation-based 
typologies. The former are usually refen-ed to as tourism styles. Typologies of tourism 
styles were developed on the basis of various travel-related variables such as tourists' 
exposure to novelty during travels, definition of souvenirs, shopping behavior, travel 
activities, and levels of interaction with host communities. Table 2.3 provides a summary of 
previous studies on tourism styles. 
Cohen (1972) was one of the first to suggest the existence of different patterns of 
tourist behavior. He theorized that there are four tourist roles based on the extent of tiie 
tourist's exposure to tiie novelty of the host culture. The organized mass tourist is tiie least 
adventurous throughout the trip. Tourists on package trips are included in tills group. At 
tile opposite exti^ me from the organized mass tourist, the drifter seeks to merge into the 
host culture. Familiarity dominates for the organized mass tourist, and novelty is at its 
highest for the drifter. The individual mass tourist has more control over time and itinerary 
tiian the organized mass tourist. Familiarity still dominates, but the experience of novelty is 
greater than in the organized mass tourist. The explorer tries to get off the beaten ti'ack as 
much as possible and to associate with local people and culture. Nevertheless, some of the 
routines of home life are still retained. 
Based on Cohen's work, Snepenger (1987) sought to segment Alaska visitors by 
novelty seeking role. The researcher asked tourists whether they were traveling with an 
organized tour, on a self-guided vacation, or some combination thereof. He identified three 
segments: organized mass tourist, individual mass tourist, and explorer. The three 
Table 2.3. Summary of Previous Research Related to Tourism Styles 
Researcher Criterion for Taxonomy Sample Typology 
Cohen (1972) Experience of novelty N.A. (Conceptual) Organized mass tourists 
Individual mass tourists 
Explorers 
Drifters 





Snepenger (1987) Novelty-seeking roles 2,730 Alaska visitors Organized mass tourists 
Individual mass tourists 
Explorers 





LIttrell (1990) Preference for travel activities, 
souvenir products, and 
shopping 
98 international tourists Shopping oriented tourists 
Authenticity seeking tourists 
Special trip tourists 
Textiles for enjoyment tourists 
Apparel oriented tourists 
LIttrell et al. (1994) Importance of travel activities 740 visitors to Iowa, 
Minnesota, and Nebraska 
Ethnic, arts, and people orientation 
History and parks orientation 
Urban entertainment orientation 
Active outdoor orientation 
Anderson & LIttrell (1996) Trip planning and 
souvenir purchasing styles 






segments differed with respect to travel party characteristics, vacation planning, travel 
behavior, and evaluation of trips. Snepenger concluded that Cohen's tourist role typology 
provided a useful basis for segmenting tourists. 
Mo, Howard, and Havitz (1993) also empirically substantiated Cohen's tourist role 
typology. They developed the International Tourist Role Scale that represented three 
novelty dimensions apparent in Cohen's conceptual work, that is, destination oriented 
dimension, tourist service dimension, and social contact dimension. The scale was tested 
with three purposive samples expected to represent different tourist role according to 
Cohen's typology. The Peace Corps sample, which was expected to represent the drifter 
role, was more novelty seeking on all three dimensions than the sample representing 
organized mass tourist role. 
In his later woric, Cohen (1979) proposed that tourists can also be categorized into 
different types according to their travel experiences, specifically whetiier they are in pursuit 
of mere pleasure or in quest of meaning and authenticity. Recreational tourists are not 
concerned with leaming and experiendng other societies or cultures, although they find 
their ti^ vel experience interesting. Diversionary tourists are alienated from their own society 
but do not seek meaning or authentic experiences elsewhere. For them, travel is a mere 
escape from boredom or a meaningless pleasure. Experiential tourists are modem, 
alienated individual who seek authentic experiences elsewhere. Experimental tourists view 
authentic experiences as essential, but do not become fully immersed in other cultures. 
Finally, existential tourists, who are the opposite extreme to the recreational tourists, are 
deeply immersed in other cultures or sodeties. 
Smith (1989) projected that, based on the kinds of leisured mobility undertaken by 
tourists, tourism can be categorized into the following styles; ethnic, cultural, historic, 
environmental, and recreational tourism. Ethnic tourism includes visits to native villages, 
observation of ti^ ditional events, and shopping for local products. Cultural tourism is based 
on people's memory witii vanishing lifestyle, including activities such as rodeos and meals in 
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rustic inns. Historical tourism emphasizes the glory of the past, including activities such as 
guided tours of monuments and ruins. Environmental tourism refers to visits to remote 
areas such as Antarctica to experience a truly alien scene. Recreational tourism is 
promoted by beautiful colors, good food and convivial entertainment, including activities 
such as partidpation in sports and sunbathing. 
A similar typology to Smith's (1989) was suggested by Littrell and her colleagues 
(1994). In studies of souvenirs and tourism styles (Littrell et al., 1994), researchers 
identified four distinct patterns of behavior relating to tourists' preference for travel activities, 
souvenir products, and shopping among visitors to Iowa, Minnesota, and Nebraska. Ethnic, 
Arts, and People orientation involved travel to ethnic communities where tourists visited 
local residents, participated in ritual events, visited art galleries and museums, and attended 
concerts or theaters. Researchers suggested that tourists with strong Ethnic, Arts, and 
People orientation perceived tourism as an opportunity for personal development and as a 
time for seeking authenticity in a community and among its residents. These tourists 
bought souvenirs at such places as art galleries, museums, gift shops, craftpersons' 
workshops, antique shops, clothing boutiques, and booths set up at craft fairs or festivals. 
They were more likely to be female and to be older than those who were lower in the Ethnic, 
Arts, and People orientation. History and Parks oriented tourists were engaged in activities 
focusing on history or natural beauty. Their favorite crafts were those which displayed a 
regional, etiinic, country, or a nature-related theme. They bought crafts in shops located at 
parks and tourist visitor centers. They were more likely to be female. Urban Entertainment 
oriented tourists were those who were continuously involved in recreational activities such 
as shopping, attending a professional sports event, visiting a recreational theme park, or 
going dancing or to a nightclub. They purchased souvenirs that symbolized their vacation 
destinations through a name or logo on the product. They were younger and had higher 
household incomes tiian those who were lower in the Urban Entertainment orientation. 
Finally, tourists who enjoyed outdoor activities such as hiking, backpacking, camping, and 
25 
boating were refen-ed to as Active Outdoor oriented tourists. Like the Urisan Entertainment 
oriented tourists, they purchased T-shirts and sweatshirts with a location name or logo. 
They were mostiy young tourists. 
Littrell, Anderson, and Brown (1993) reported that definitions of authenticity and 
types of souvenir purchases varied with tourism styles. Ethnic, Arts, and People oriented 
tourists associated authentic crafts with items exhibiting traditional colors, natural materials, 
quality construction, woricmanship, genuineness, and materials. History and Paries oriented 
tourists emphasized some of the same qualities, such as ti^ ditional colors, quality 
wori^ anship, genuineness, and materials. However, they also associated the authenticity 
of crafts with a traditional design, historical representation, handmade production, and a 
product's function. Urban Entertainment tourists associated authenticity with shopping 
experiences. They also identified uniqueness as important to their definitions of authentic 
crafts. Lastiy, Active Outdoor oriented tourists defined authentic crafts as usable items not 
available in their home communities. Use of indigenous materials was also important in 
defining authenticity. In this study, the tourist's age was significantiy related to his/her 
definition of authenticity. Younger tourists associated authenticity with uniqueness and 
originality, whereas older tourists emphasized the cultural or historic integrity and 
genuineness of a craft. 
Littrell (1990) developed profiles of tourists based on tiie meanings they associated 
with special textile crafts acquired during travel. Tourists was segmented into four groups; 
Shopping Oriented tourists. Authenticity Seeking tourists, Special Trip tourists, Textiles for 
Enjoyment tourists, and Apparel Oriented tourists. For Shopping Oriented tourists, 
shopping experiences and interactions witii a craftperson provided special memories about 
the crafts. Authenticity Seeking tourists enjoyed purchasing crafts which were authentic, 
indigenous, and traditional. For Special Trip tourists, favorite textile crafts evoked memories 
of the travel experiences from a special trip. Textiles for Enjoyment tourists valued the 
aesthetic pleasure they received from a textile's intrinsic beauty in color, design, or 
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workmanship. For Apparel Oriented tourists, clothing crafts served as means of expressing 
unique personality. 
In a study of Iowa women tourists, Anderson and Littrell (1996) developed five group 
profiles based on tourists' trip-planning and souvenir-purchasing styles; Low-Involvement 
tourists, Laid-Back tourists, Centrist tourists, Goal-Attainment tourists, and Eclectic. Low-
Involvement tourists made minimal trip plans and unplanned souvenir purchases. Laid-
Back tourists were not extensive planners of trips and made planned, unplanned, or both 
planned and unplanned purchases. Centrist tourists preplanned their trips but made 
unplanned souvenir purchases. Goal-Attainment tourists preplanned their trips and made 
both planned and unplanned purchases. Finally, Eclectic tourists were minimal planners of 
some trips and extensive planners of other trips. They also made both planned and 
unplanned souvenir purchases. 
In summary, typologies of tourism styles have been developed based on various 
travel-related attitudes and behavior. After Grabum (1989) proposed that different types of 
tourists may be attracted by different types of souvenirs, several studies provided evidence 
for the linkage between tourism styles and souvenir-purchasing behavior, in the present 
study, tourism styles, measured by travel activities and interaction with host communities, 
were expected to be significantly related to attitude toward souvenirs. 
Exogenous Variables 
The exogenous variables selected for the present study were cultural values, 
personal values, attitude toward other cultures, and knowledge of the host culture. 
Cultural Values 
Cultural values are widely held beliefs in a culture. People's values affect their 
behaviors, specifying an acceptable range of responses to specific situations (Hawkins, 
Best, & Coney, 1995). The role of cultural values in affecting people's attitudes and 
behavior can also be understood in the context of tourism. A number of studies have 
supported that cultural differences help to account for tourist behavior variation (Pizam & 
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Sussmann, 1995; Woodside & Lawrence, 1985). Also, people In the tourism trade have 
often suggested that tourists of different nationalities behave in different ways (Pizam & 
Sussmann, 1995). Although the present study investigated only U.S. consumers and did 
not deal with cross-cultural comparison, cultural values were examined in order that the 
findings could be used for future comparison with tourists of other nationalities. The three 
dimensions of cultural values expected to account for tourists' attitudes and behavior were 
individualism vs. collectivism, masculinity vs. femininity, and uncertainty avoidance. 
Individualism vs. Collectivism. Of a number of dimensions of cultural variation, a 
highly salient one is individualism vs. collectivism. Individualism refers to the tendency to be 
more concenned with one's own needs, goals, and interests than with group-oriented 
concerns, whereas collectivism refers to the tendency to be more concerned with the 
group's needs, goals, and interests than with individualistic-oriented interests (Hui, 1988; 
Hui & Triandis, 1986; Triandis, 1990). People in every culture have both collectivist and 
individualistic tendencies. People in the West, however, put an emphasis on individualism, 
while the relative emphasis in the East and South is on collectivism (Triandis, 1990). 
In a study by Bellah, Madsen, Sullivan, Swindler, and Tipton (1985), it was found 
that individualism consists of the following aspects: (a) self-reliance, independence and 
separation from family, religion and community; (b) hedonism, utilitarianism, and emphasis 
on exchange (helping tiie community only if the individual gets something); (c) competition; 
(d) equity and fairness in the distribution of rewards; (e) trust in others; (f) emphasis on 
competence; (g) involvement in community life; (h) equality of people and the rejection of 
arbitrary authority; and (I) the self as the only source of reality. 
According to Hui and Triandis (1986), collectivism reflects a wide variety of beliefs 
and behaviors that could be classified into the following seven categories : (a) people's 
concern about how their decisions would affect others in their collectivity; (b) sharing of 
material resources; (c) sharing of nonmaterial resources like time, affection, or fun, or 
sacrificing some interesting activities for a member of the collective; (d) willingness of 
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people to accept the opinions and views of others, or, in other words, willingness to 
conform; (e) concern atx)ut face saving or gaining the approval of the collective; (f) belief in 
the correspondence of one's own outcomes, both positive and negative, with the outcomes 
of others; and (g) feeling of involvement in others' lives. 
Hofetede (1980) examined cultural differences in work-related values using the 
samples drawn from a multinational business organization located in 40 countries. He 
identified a dimension of individualism-collectivism and found that the U.S., Australia, and 
Britain scored high on individualism whereas countries with Chinese background (Hong 
Kong, Taiwan, Singapore) were toward the collectivist end of the scale. Many studies have 
supported individualism-collectivism as a key dimension of cultural variability (Hui & 
Triandis, 1986; Triandis, 1988; Triandis, Bontempo, Villareal, Asai, & Lucca, 1988). 
Cross-cultural studies on tourism have shown that the concepts of individualism and 
collectivism are very important factors for determining tourism motives and styles. For 
example, the desire to spend more time with family or to visit friends and relatives, both 
domestically and overseas, is a powerful tourism motivator among tourists from the East, 
where family integrity is highly important. Woodside and Lawrence (1985), in a study 
examining the benefits realized fi'om traveling to Hawaii, noted a significant difference 
among Canadian, American, and Japanese visitors. More Canadians and Americans than 
Japanese reported that rest and relaxation was the major purpose of their trips. Also, 
Canadians and Americans remembered their Hawaii visit to have been getting away from 
everyday life, physically refreshing, and an adventure. In contrast, Japanese visitors to 
Hawaii remembered their visit to have been a place where they spent more time with their 
families than they did at home. In this study, 65% of the Japanese reported traveling with 
family members and 14% reported traveling with friends. That is, traveling was a family-
oriented experience for Japanese tourists, not an adventure to a foreign destination. The 
researchers also found that shopping was not as important an activity for Canadians and 
Americans as for Japanese. It is consistent with the findings from other studies that have 
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shown that travelers from East Asia are avid shoppers. Studies explain that this is because 
gift-giving is especially important in collectivlst cultures. To East Asian people, gift-giving is 
one way to build up relationships with family or friends. 
While tourists from individualist cultures are viewed as willing to accept anything that 
has little in common with their way of living, tourists from collectivist cultures are perceived 
to be loyal to their group and cultural identity. In comparison with tourists from the West, 
Japanese tourists are more likely to keep mostly to themselves and to avoid socializing with 
other tourists (Pizam & Sussmann, 1995). They are also perceived by tour guides to avoid 
local foods and beverages and always to eat their own cuisine (Pizam & Sussmann, 1995). 
Masculinity vs. Femininity. Another important dimension of cultural values is 
masculinity vs. femininity. Masculine culture emphasizes achievement and progress, 
money, and things, while feminine culture focuses on the quality of life, good interpersonal 
relationships, and concem for others. Being strong and effective is important to people in a 
masculine culture, while being kind and caring matters to people in a feminine culture. The 
dimension of masculinity vs. femininity also relates to social gender roles (Hofstede & Bond, 
1984). Triandis (1990) claims that a similarity exists between masculine and individualistic 
behaviors and feminine and collectivist behaviors. 
Uncertainty Avoidance. The final dimension of cultural values that may be 
important in predicting travel activities is uncertainty avoidance. Various cultures have 
adapted to uncertainty in different ways (Hofstede, 1984). Uncertainty avoidance is defined 
as the degree of threat people experience because of their lack of tolerance for ambiguity 
and uncertainty. Cultures with high tendency of uncertainty avoidance; (a) need and create 
formal rules and regulations, (b) rely on advice of experts, and (c) lack tolerance for deviant 
behaviors or ideas. Workers in high uncertainty avoidance cultures hesitate to change jobs, 
avoid competition, and are more satisfied with their country (Rubin et al., 1992). The 
tendency of uncertainty avoidance is also related closely to traditionalism, superstition, and 
ethnocentrism (Hofstede, 1984). 
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Personal Values 
Values are centrally-held evaluative beliefs which provide the criteria for guiding 
actions across life's situations and forjudging personal action or the action of others 
(Rokeach, 1969). Rokeach (1973) argues that values are separately organized into a 
hierarchical structure of terminal and instrumental values. Terminal values are concerned 
with ideal end-states of existence (e.g., comfortable life), and instrumental values with ideal 
modes of behavior (e.g., ambitious). These two types of values are assessed by means of 
the Rokeach Values Survey (RVS), in which the respondent is presented with 18 terminal 
values and 18 instrumental values. 
Studies of values have t>een concerned with questions of how personal values might 
influence and guide Individuals' attitudes and behavior. Although few studies have 
examined the role of personal values in determining travel-related attitudes and behavior, 
personal values can also be applied to explanations for tourists' behavior. Pitts and 
Woodside's study (1983) indicates that personal values are linked closely to the importance 
of recreation/leisure attraction choice criteria such as cost, accessibility, excitement, group 
activities, food, relaxation, exercise, education, comfort, and family relationships. After 
identifying four benefit segments based on choice criteria for tourist attractions, the 
researchers examined the discriminating power of the personal values among the 
segments. The model with six terminal values and four instiiimental values effectively 
classified 79% of the sample. Also, the researchers examined value differences between 
visitors and non-visitors to nine attractions. Again, they found that personal values were 
useful in describing those individuals who visit a specific ti^ vel attraction versus those who 
do not visit the attraction. 
Although the RVS is probably the most commonly used measure of values (Crosby, 
Bitner, & Gill, 1990), such methods as tiie Allport-Vemon-Lindzey Study of Values (AVL), 
the Values and Life Style (VALS), and the List of Values (LOV) have also been widely 
employed. The Study of Values, one of the eariy instruments, was originally developed by 
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Allport and Vernon in 1931, revised in 1951 and 1960, and renamed the AVL. A major 
critiGism is that the AVL is impredse with respect to what it attempts to measure (Morgado, 
1995). The VALS methodology was developed at SRI International by Mitchell (1983) 
based on Maslow's (1954) need hierarchy. This measure includes a series of lifestyle and 
value statements. The LOV was developed by researchers at the University of Michigan 
Survey Research Center, from a theoretical base of Feather's (1975), Maslow's (1954), and 
Rokeach's (1973) work on values. The values in the LOV related closely to the values of 
life's major roles (i.e., marriage, parenting, wori<, leisure, and daily consumption). That is, 
the VALS and the LOV scales measure domain specific values that reflect the view that 
persons acquire values through experiences in specific situations, while the RVS measures 
more abstract, overall need orientations. In addition, the VALS and the LOV include only 
self-centered values and not societally-centered values (Dickson, 1994; Mitchell, 1983). In 
the present study, the RVS was selected because societally-centered values were viewed 
as appropriate for this study. In addition, the scale was employed in several studies 
exploring tourists' values and was found to be useful in examining the relationship between 
tourists' values and their other characteristics. 
Attitude toward Other Cultures 
The attitudes that tourists hold toward other cultures may play a critical role in 
influencing their travel motivations and travel experiences. In this research, consumer 
ethnocentrism and worid-mindedness were included as the two major dimensions of attitude 
toward other cultures. 
Consumer Ethnocentrism. An individual's feelings of like/dislike toward anotiier 
culture and its people may be understood using the concept of ethnocentiism. A distinction 
is made between ingroups (those groups with which one identifies oneself) and outgroups 
(groups with which one does not have a sense of belonging and which are regarded as 
different from the ingroups) (Warr, Faust, & Harrison, 1967). Gudykunst and Kim (1984) 
defined ethnocentrism as the "tendency to identify with ingroup and to evaluate outgroups 
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and their members according to its standards." (p. 92). When a person has a high level of 
ethnocentrism, he/she tends to distort the meaning of foreigners' behavior by interpreting 
their behavior firom his/her own perspective. Wiseman, Hammer, and Nishida (1989) found 
that more ethnocentric people manifested less understanding of another culture. In 
contrast, a low level of ethnocentrism facilitated effective intercultural communication and 
adjustment to another culture (Wiseman et al., 1989). In a study by O'Driscoll and Feather 
(1983), low ethnocentric persons showed less social distance toward persons from other 
cultures. 
Ethnocentrism may account partiallly for different evaluations of foreign and 
domestic products (Netemeyer, Dun/asula, & Lichtenstein, 1991). Shimp and Sharma 
(1987) developed the CETSCALE, an instrument measuring consumers' ethnocentrism. 
Consumer ethnocentrism represents consumers' belief about the appropriateness and 
morality of purchasing foreign products. It provides consumers with feelings of belonging 
and guidelines of purchasing behavior acceptable to an in-group. Highly ethnocentric 
consumers may consider the purchase of foreign products as wrong because it hurts the 
domestic economy, causes unemployment, and is unpatriotic. Therefore, they may devalue 
the quality of foreign products. In contrast, nonethnocentric consumers evaluate foreign 
products more objectively regardless of national origin (Mclntyre & Meric, 1994). Such 
etiinocentric bias may be also reflected in international tourists' perception of souvenir 
attributes and decision making. 
World-Mindedness. Sampson and Smith (1957) defined worid-mindedness or 
global-mindedness as "a frame of reference, or value orientation, favoring a worid-view of 
the problems of humanity, with mankind, rather than the nationals of a particular country, as 
the primary reference group" (p. 105). According to Hett (1991), worid-mindedness is a 
global worid view "in which one sees oneself as connected to the global community and 
feels a sense of responsibility to its members" (p. 2099-A). Worid-mindedness was 
conceived to be different from interest in or knowledge about intemational affairs (Sampson 
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& Smith, 1957). It is, however, reflected in the individuals' attitudes, beliefs, and behaviors 
(Hett, 1991). Hett identified five dimensions of the wortd-mindedness construct, such as 
responsibility, cultural pluralism, efficacy, globalcentrism, and interconnectedness. 
Smith (1955) compared the attitudes and personalities of exceptionally world-minded 
individuals and exceptionally nationalistic individuals. He found that the highly world-minded 
group was much more liberal in the political and economic spheres, more authoritarian, and 
more pro-democratic than the lower group. The world-minded individual was also more 
likely to belong to organizations with international interests. With relation to personality 
differences, the highly world-minded group was less masculine, more impulsive, easygoing, 
emotionally dependent, and inclined toward introspection. In addition, world-mindedness 
had a highly negative association with etiinocentrism. Hett (1991) also found that the level 
of world-mindedness among college students differed significantiy according to political 
views, participation in intemationally-oriented activities, and intemational experience. In 
Der-Karabetian and Metzer's (1993) study, the relationship between world-mindedness and 
political orientation was evidenced among college students in Califomia but not among 
those in Texas. In Hett's study, the scores of world-mindedness also differed based on 
gender, and academic experience. Der-Karabetian and Metzer (1993), however, found that 
gender had no impact on worid-mindedness. 
Although the relationship between intemational tourists' level of worid-mindness and 
their travel behavior in other cultures has not been studied, worid-mindedness may be an 
important determinant of intemational tourists' travel experiences such as interaction with 
local people. 
Knowledge of the Host Culture 
Preexisting knowledge of the host culture may have a strong impact on tourists' 
attitude toward the culture. Cultural knowledge refers to one's "knowledge about another 
person's culture—its language, dominant values, beliefe, and prevailing ideology" (Miller & 
Steinverg, 1975, p. 226). Knowledge of the host culture has a positive impact on effective 
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communication across cultures. That is, cultural icnowledge minimizes a person's 
misunderstanding with people from another culture. In addition, previous cultural 
experience is an important ^ ctor influendng adaptation (Wiseman et al., 1989). Wiseman 
et al. (1989) found that greater degrees of perceived knowledge of a specific culture were 
related to greater understanding of other cultures in general. They suggested that by 
knowing another culture, people can learn the boundaries of their own culture and discover 
new cultural perspectives. Knowledge of the host culture, however, has not been studied in 
the context of international tourism. 
Statement of Hypotheses 
Based on the literature discussed previously, a model of tourists' souvenir 
purchasing behavior was proposed. Rgure 2.2 illustrates the expected relationships of the 
variables that were examined in the present study. A number of hypotiieses were 
developed to guide the analysis (see Table 2.4). In addition to testing tiie bivariate 
relationships included in these hypotheses, the overall model was tested. 
Table 2.4. Hypotheses 
Hv Attitude toward souvenirs will significantiy affect intention to purchase souvenirs. 
Ha: Tourism styles will significantiy affect attitude toward souvenirs. 
Hs: Travel motivations will significantiy affect (a) attitude toward souvenirs, and 
(b) tourism styles 
H4: Knowledge of Mexico will significantly affect attitude toward souvenirs. 
H5: Cultural values will significantiy affect (a) tourism s l^es and (b) travel motivations. 
He: Personal values will significantiy affect (a) tourism styles and (b) travel motivations. 
H?; Attitude toward other cultures will significantiy affect (a) tourism styles and 
(b) travel motivations. 
Knowledge of 
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Figure 2.2. Expected Relationships among Variables 
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CHAPTERS: METHODS 
The objectives of the study were 1) to understand U.S. tourists who travel to Mexico 
in terms of various characteristics such as travel motivations, tourism styles, attitudes 
toward souvenirs, purchase intention, cultural values, personal values, attitude toward other 
cultures, and knowledge of Mexico, and 2) to examine the structural relationship among 
these variables in order to predict tourists' souvenir purchasing behavior. Methods for the 
study, including instnjment development, sampling, data collecting procedures, and data 
analysis, were designed to elicit responses that would meet these objectives. This chapter 
gives a detailed description of the methods. 
instrument Development 
The data collection installment consisted of a stimulus set including color 
photographs of five souvenirs and a self-administered mailed questionnaire. The 
questionnaire was composed of nine sections; 1) travel in Mexico, 2) travel motivations, 3) 
tourism styles, 4) attitude toward souvenirs and intention to purchase souvenirs, 5) cultural 
values, 6) attitude toward other cultures, 7} personal values, 8) knowledge of Mexico, and 9) 
background information. A copy of the questionnaire is located in Appendix C. 
Stimuli Development 
Photographs of five Mexican textile products served as the stimuli for the study. 
Textile products were selected because textiles are small and easy to pack (Grabum, 1989) 
and are among the best known shopping items for tourists visiting Mexico (Adair, 1996). 
Initially 13 Mexican souvenirs representing seven different product categories were 
selected for pretesting: three woven rugs, a woven placemat, a table cover, a cushion 
cover, two shawls, a woven belt, three T-shirts, and a dress (see Table 3.1). These 
products were selected based on the researcher's observation of markets and shops in 
Oaxaca, one of tiie major travel destinations in Mexico, and consultation with two experts 
(an instructor teaching International Study in Mexico in the Department of Textiles and 
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Table 3.1. Results of Pretest for 13 Stimulus Souvenirs 
Purchase Intention 
Item Riser Content Size Price M SD Skewness 
Cateaorv 1 
Woven rug 1' 
Woven rug 2 
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Dress Cotton 43.7" X 27.6" $ 24 3.37 1.07 -.54 
 ^These items were selected for the main sun/ey. 
" Purchase intention was measured on a 5-point scale with 1 being "very unlikely" and 5 
being "very likely." 
Clothing and a cultural consultant in Oaxaca). 
Criteria for selection were adopted from previous studies of tourists (Littrell, 1987; 
Littrell et al, 1992; Slaybaugh et al., 1990). These included: 1) that items be currently on the 
market and available to tourists, and 2) they be diverse in technique, color, function, design, 
theme, and price. For eight out of 13 products, photographs as well as information about 
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fiber content, size, and price were obtained from the 1996 catalog of FONART. FONART is 
a government organization called Fondo Nacional para el Fomento de las Artes that 
promotes craft development and marketing in Mexico and abroad. FONART has a wide 
network of stores that are located in the largest cities of Mexico, and features a wide 
selection of crafts from all over Mexico. The FONART catalog was purchased from a store 
in Oaxaca in Spring, 1996. Although T-shirts and woven belts were among major souvenir 
items in Mexico, these were not available in the catalog. Therefore, three T-shirts and a 
woven belt were purchased from stores or markets in Oaxaca during March, 1996. One of 
the woven rugs used in the pretest also was purchased from a well-known Mexican weaver, 
Isaac Vasquez. This rug was selected so that the stimulus set included an item produced 
by a well-known craftsperson. Photographs of these five items not included in the catalog 
were taken by a professional photographer at the researcher's university in a manner to 
resemble the photographic style of the catalog. 
These 13 stimuli photographs were pretested with a convenience sample of 24 
women employed in faculty and staff positions at the researcher's university. Considering 
that the population of interest was adult women who had traveled to or would travel to 
Mexico, this sample was deemed appropriate for the pretest since it contained adult women 
most of whom had some travel experiences. The stimuli were accompanied by questions 
about evaluative criteria, perceived attributes, and intention to purchase (see section 
'Attitude toward Souvenirs' for description). The pretest participants were asked to provide 
comments and suggestions for improvement of the measurements. The results of the 
pretest are presented in Table 3.1. 
Those souvenirs that elicited diverse responses from participants for the question 
about purchase intention were selected for the main survey. A large standard deviation and 
small skewness were considered as indicating diverse response (see Table 3.1). In 
addition, the researcher made sure that product variety be maintained for the final stimuli. 
Five Mexican textile souvenirs representing five different product categories were selected. 
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They were 1) woven rug, 2) woven placemat, 3) T-shirt, 4) woven belt, and 5) cushion 
cover. They were labeled as "A", 'B", "C", "D", and "E" for ease of identification. A one-
page color sheet including all five photographic stimuli was professionally developed (see 
Appendix D). Information on the fiber content, size, and price was presented in the 
questionnaire to give the respondents the same information as they would have available in 
an actual purchase situation. 
Questionnaire Development 
Travel in Mexico. The first section had three questions related to travel in Mexico. 
Respondents were first presented with a definition of tourist, i.e., 'a person who is away 
from home on non-routine travel" (Anderson, 1993, p.5). They were asked to indicate if 
they had traveled in Mexico as a tourist during the past year, if so, they were then asked to 
describe the one main purpose for Uieir trip in Mexico. Finally, respondents were asked if 
tiiey were planning to travel in Mexico during the next year. These questions were included 
to allow the researcher to determine the eligibility of respondents. Only those respondents 
who had traveled or were planning to travel to Mexico were used for analysis. 
Travel Motivations. Respondents rated the level of importance for 22 reasons for 
their travels in other countiies. Twenty-one items were adapted from the scale used by 
Littrell et al. (1994) with small modifications in the wording of several questions (see Table 
3.2). One additional item—^"Go shopping?"—was inserted to measure the importance of 
shopping as a reason for ti^ vel. The items were scored on a 7-point Likert scale with 1 
being "very unimportanf and 7 being "very important." 
Tourism Styles. The tourism styles scale, developed by Littrell et ai. (1994), was 
used to obtain data on the level of importance of various travel activities when traveling in 
otiier countries (see Table 3.3). Items on the scale were designed to measure a range of 
activities which varied in their urban versus rural emphasis; level of physical activity; and 
historical, cultural, and recreational focus. The 30 items were measured on a 7-point Likert-
type scale witii 1 being "very unimportant" and 7 being "very important." 
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Table 3.2. Questionnaire Items Measuring Travel Motivations 
Taking part in adventurous activities 
Pursuing femily history and roots 
Having time to be by myself, experiendng solitude 
Experiencing unpolluted/natural surroundings 
Visiting new and exciting places 
Getting away from my daily routine 
Seeing spectacular scenery 
Learning about the people and history of the place I visit 
Taking it easy, getting plenty of rest or sleep 
Visiting family or friends 
Finding interesting activities for children 
Having time for romance 
Developing skill in a sport or art 
Experiendng physical challenges 
Go shopping 
Being entertained 
Going to famous places in the worid 
Going to places that are off-the-beaten track or hard to reach 
Returning to places I have enjoyed before 
Experiendng the authentic life of a community 
Spending time with my family and friends 
Living in luxury while on a trip 
Attitude toward Souvenirs. According to Fishbein's (1967) multiattribute model, 
the summed set of beliefs about souvenir atbibutes weighted by the evaluation of the 
importance of the attributes indicates attitijde toward souvenirs (see Chapter 2). Therefore, 
it was necessary to measure'bj and e; and to multiply the score of bj by the score of e; in 
order to compute the score of the attitude toward souvenirs. 
Evaluative Criteria (b]). Items measuring criteria for souvenir purchases, 
shown in Table 3.4, were developed by Littrell et al. (1994). Respondents were first 
presented with a definition for a souvenir that had been employed in previous research 
(Anderson, 1993; Gordon, 1986) and asked to rate tiie importance of 14 criteria when 
selecting souvenirs as they travel. Respondents rated each item on a 7-point Likert scale, 
with 1 representing "very unimportanf and 7 representing Very important." 
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Table 3.3. Questionnaire items Measuring Tourism Styles 
Socializing with fellow travelers 
Eating in interesting or spedal restaurants 
Taking guided tours to special sites 
Participating in night entertainment such as dandng or nightclut}s 
Visiting state or national pari<s 
Eating foods of the region 
Visiting ethnic communities 
Visiting gardens and urban pari<s 
Obsen '^ng architecture of public buildings such as churches or government 
buildings 
Walking around in a town or city 
Looking for antiques 
Attending ethnic or community festivals or fairs 
Visiting historic homes, historic sites, or history museums 
Attending concerts or the theater 
Visiting art galleries, art museums, or art studios 
Shopping 
Taking photographs 
Attending sports events such as baseball, football, soccer or basketball 
People-watching 
Going to recreated villages depicting a past way of life 
Camping 
Taking a complete package tour 
Visiting cities 
Attending religious services 
Hiking, backpacking, or taking nature walks 
Meeting interesting people different than myself 
Buying local arts or crafts from the region 
Swimming, tennis, golf, skiing, bicycling, boating, or sailing 
Bringing home souvenirs from the trip 
Visiting recreational theme paries with rides and sports 
Perceived Attributes (ei). Respondents were then asked to respond to 
photographic stimuli of five souvenir items. That is, they viewed color photographs of five 
Mexican souvenir items and indicated their perception of eleven attributes for each 
souvenir. The same set of statements was repeated for each of the five souvenir items. A 
7-point Likert scale was employed for each item with 1 indicating "strongly disagree" to 7 
indicating "strongly agree." 
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Table 3.4. Questionnaire Items Measuring Attitude toward Souvenirs 
The colors are appealing. 
The design Is appealing. 
The price is good value. 
The workmanship is of high quality.^  
The product is unique or one of a kind. 
It can be used or displayed in my home or office. 
It makes a good gift. 
It can be wom. 
It is easy to pack or carry with me on the trip. 
It is easy to care for or clean. 
It has a name or design related to the theme of the place I am visiting. 
It is a clever idea. 
It was made by a well-known craftsperson or company from the area.^  
It is new, innovative. 
 ^These items were not used in measuring perceived attributes. 
Initially, the measures of evaluative criteria and perceived attributes had the same 
set of attributes. However, the pretest results for perceived attributes suggested eliminating 
one question about the perceived quality of a souvenir item, because a photograph did not 
allow respondents to evaluate the quality of an actual product, in addition, the question 
addressing the reputation of craftsperson or company and the question on wearing 
considered inappropriate for the measure of perceived attributes and excluded. 
Accordingly, a total of 11 questions were used in assessing respondents' perceptions of 
souvenir attributes. 
Intention to Purchase Souvenirs. Researchers have used the intention-to-
purchase scale as an attitudinal measure of likely purchase behavior (Kim, 1995). Gruber 
(1971) found that a high correlation (r=.95) between purchase intent and purchase 
probability. In order to ascertain behavioral intentions with regard to purchasing Mexican 
souvenirs, respondents were asked to indicate the likelihood that they would purchase each 
souvenir items 1) for themselves and 2) for others as a gift. A 7-point scale, ranging from 
"very unlikely" (1) to "very likely" (7), was employed for each of the two measures. 
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Cultural Values. A series of items and cultural dimensions was compiled from 
literature on cultural values (Bhawk & Brislin, 1992; Bochner & Hesketh, 1994; Hawkins et 
al.. 1995; Hofstede, 1980; Hui & Villareal, 1989; Kim & Sharkey, 1994; Triandis et al., 1986). 
Twenty-six items were included, representing ten dimensions of cultural values (see Table 
3.5). Items were reviewed for usability by two professors in textiles and clothing. Based on 
their recommendations, the measure was refined and reworded. Respondents were asked 
to rate their agreement with each statement on a 7-point Likert scale that ranged fl-om 
"strongly disagree" (1) to "strongly agree" (7). 
Table 3.5. Questionnaire Items Measuring Cultural Values 
GrouD-Orientation 
Aging parents should live at home with their children (Triandis et al., 1986). 
Children should live at home with their parents until they get mam'ed 
(Triandis et al., 1986). 
It is important to do tilings without being restricted by anytiiing or anyone. 
When I disagree with a group, I do not change my own stance on important 
issues (Bhawk & Brislin, 1992). 
Independence 
One should live one's life independentiy of others as much as possible 
(Triandis et al., 1986). 
To be successful a person must stand alone (Hui & Villareal, 1989). 
I would still be where I am today, even without the help of others 
(Hui & Villareal, 1989). 
Indirect Discourse 
It is important to make my point as cleariy and directly as possible when 
speaking to others (Kim & Shari<ey, 1994). 
I say "No" directiy when I have to (Bhawk & Brislin, 1992). 
One should be modest when talking about his/her accomplishments 
(Bochner & Hesketh, 1994). 
Materialism (Hawkins et al., 1995) 
It is important to enjoy sensual pleasures such as food and drink. 
Having many nice things is important to me. 
Earning enough money to allow to me to acquire the things I like is important to me. 
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Table 3.5. (Continued) 
Gender Roles 
Sodal power should go to males (Hawkins et al, 1995). 
A woman's place is at home (Bhawk & Brislin, 1992). 
Qthers-Orientat'on 
I prefer to give opinions that will help people save ^ ce rather than give 
a statement of truth (Bhawk & Brislin, 1992). 
It is important that other people do not see me in a negative light 
(Kim & Sharkey, 1994). 
Fatalism (Hawkins et al., 1995) 
I accept how fate shapes my life. 
Much that happens in life is Independent of the human will. 
Emotional Closeness (Bhawk & Brislin, 1992) 
I enjoy being emotionally close to people. 
I enjoy developing long-temi relationships with people. 
I would offer my seat in a bus to an elderiy person. 
Uncertaintv Avoidance (Hofetede, 1980) 
Woridng with one company for many years is desirable. 
A larger company is generally a more desirable place to work than a small 
company. 
Respect for Authority 
For getting ahead, knowing influential people is usually more important than 
ability (Hofetede, 1980). 
My parents' opinion has been important In the choices 1 make in my life 
(Hui&Vlilareal, 1989). 
Personal Values. Thirteen items measuring personal values were selected from 
Dickson's (1994) study of alternative trade consumers of handcrafted apparel (see Table 
3.6). Her personal values scale contained eighteen terminal values from the Rokeach 
Value Survey (RVS) (Rokeach, 1973) and three additional values she developed for her 
study. Unlike the original RVS that asked respondents to rank the 18 items, she adopted a 
99-point rating scale with 1 indicating "Nothing I do is ever based on this guiding principle" 
and 99 indicating "Everything I do is based on this principle.' She chose this response 
fomnat because of the following reasons; 1) the rank ordering of values is time-consuming; 
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Table 3.6. Questionnaire Items Measuring Personal Values 
Equality (brothertiood, equal opportunity for all) 
A sense of accomplishment (lasting contributions) 
A worid at peace (free of war and conflict) 
An educated society (equal educational opportunities for all) 
A comfortable life (prosperous life) 
Environmental security (balanced coexistence of people and their environment) 
A worid of beauty (beauty of nature and the arts) 
Pleasure (an enjoyable life) 
Social recognition (respect, admiration) 
Wisdom (a mature understanding of life) 
Inner hamiony (freedom from inner conflict) 
Self-respect (self-esteem) 
Happiness (contentedness) 
2) it does not allow values to have equal importance; and 3) it should be transfomned prior 
to analysis (Dickson, 1994). For this study, 13 out of 22 values on Dickson's scale were 
selected based on the factor analysis used in her study. 
Attitude Toward Other Cultures. The measure of attitude toward other cultures 
consisted of two scales: worid-mindedness and consumer ethnocentrism. Nine items 
measuring worid-mindedness were adopted from previous studies (Bhawk & Brislln, 1992; 
Wiseman, Hammer, & Nishida, 1989) as well as developed by this researcher. Items 
measuring consumer ethnocentrism were selected from the CETSCALE developed by 
Shimp and Shanma (1987). The original CETSCALE consisted of 17 items (see Table 3.7). 
For this study, however, only three items were used because other items were considered 
redundant. In Shimp and Sharma's study, the three items appeared to have good reliability. 
Respondents were asked to indicate their agreement with each statement, ranging from 
"strongly disagree" (1) to "strongly agree" (7). 
Knowledge of the Host Culture (Mexico). Wiseman, Hammer, and Nishida (1989) 
defined cultural knowledge as one's knowledge about another person's culture such as 
language, dominant values, beliefs, and prevailing ideology. Based on this definition, two 
questions were asked for self-assessment of knowledge of Mexico and fluency of Spanish. 
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Table 3.7. Questionnaire Items Measuring Attitudes Toward Other Cultures 
Worid-Mindedness 
We all have a right to hold different beliefs about God and religion 
(Bhawk & Brislin, 1992). 
Culturally mixed marriages are not wrong (Bhawk & Brislin, 1992). 
It would be better to be a citizen of the worid than of any particular nation 
(Wiseman, Hammer, & Nishida, 1980). 
Any healthy individual, regardless of race or religion, should be allowed to live 
wherever she/he wants to in the worid (Wiseman, Hammer, & Nishida, 1980). 
Our countiy should permit the immigration of foreign peoples 
(Wiseman, Hammer, & Tiishida, 1980). 
I do not like to meet foreigners (Bhawk & Brislin, 1992). 
I like to decorate my home or office with artifacts fi"om other countries 
(Bhawk & Brislin, 1992). 
I am interested in the history and culture of other countries. 
I love to ti^ vel abroad if I have time and money. 
Consumer Ethnocentiism (Shimp & Sharma, 1987) 
It is not right to purchase foreign products, because it puts Americans out of jobs.^  
Americans should not buy foreign products, because this hurts American business 
and causes unemployment. 
American consumers who purchase products made in other countries are 
responsible for putting their fellow Miericans out of work. 
Buy American-made products. Keep America working. 
American people should always buy American-made products instead of imports. 
Purchasing foreign-made products is un-American. 
We should purchase products manufactured in America instead of letting other 
countries get rich off us. 
Only those products that are not available in the U.S. should be imported.^  
We should buy from foreign countries only those products that we cannot obtain 
within our own country. 
There should be very little trading or purchasing of goods from other countries 
unless out of necessity. 
Curbs should be put on all imports. 
Foreigners should not be allowed to put their products on our markets. 
Foreign products should be taxed heavily to reduce their entiy into the U.S. 
American products are the first, last, and foremost.^  
It is always best to purchase American products. 
It may cost me in the long-run but I prefer to support American products. 
® The items used in the present study 
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Each question was rated on a 7-point Likert scale with 1 indicating "not at air to 7 
indicating "very knowledgeable' or "very well." The responses were summed to obtain a 
summed to obtain a total score for knowledge of Mexico. 
Demographic information. Information on demographic characteristics was 
obtained for sample description purposes. Respondents were asked about their age, 
gender to confirm they are female, ethnic group, marital status, education, occupation, and 
income. In addition, a question asked for countries they have traveled outside the U.S. 
during tiie past two years. 
Questionnaire Format 
The questionnaire fomriat was a 12-page 4%" x 5Vi" booklet including a carefully 
designed front cover showing Mexican crafts and a back cover with a business reply retum 
address. This format is similar to that recommended by Dillman (1978). The questionnaire 
was entitied Tourism Research Project". Sections closely related to tourism were placed in 
the beginning of tiie questionnaire so as to prevent confusion that would occur when 
respondents found questions quite unrelated to the survey titie. Other sections such as 
attitude toward other cultures were preceded by appropriate transitions such as This set of 
questions will help us find out how your attitude toward other culture may be related to your 
tiravel activities in other countiies." At the end of the questionnaire, an open-ended 
opportunity to comment on traveling was provided. 
Sample 
The population of interest was female adults who had traveled to Mexico or were 
planning to ti^ vel to Mexico in the near future. Female adults were chosen as respondents 
for this study because women frequentiy are the major purchasers of souvenirs such as 
apparel and household textiles (Anderson, 1993; Litti-eil et al., 1990). Littrell et al. (1990) 
found that two-thirds of the tourists who typically shop for crafts, gifts, and souvenirs when 
traveling were women. Another reason for choosing female respondents was to reduce the 
influences or differences related to gender. 
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Six Mexico Government Tourism Offices and one marketing office called Mexico 
Hotline located in the United States were contacted to provide a list of names for individuals 
who had requested travel information concerning potential travel to Mexico. The Mexico 
Hotline is a marketing office that has a 1-800 number and receives nationwide requests for 
information on Mexico. Each of these offices received a letter explaining the study and a 
publication of North Central Regional Extention (1992) regarding tourists' travel and 
shopping t>ehavior, and were later contacted by phone. Three offices, including the 
Mexican Government Tourism Offices in Chicago and Washington, DC and the Mexico 
Hotline in New Jersey, were able to provide the researcher with the names and addresses 
of individuals who had contacted their offices. The other four offices responded that they 
did not retain files of such information. 
The mailing list obtained from the tourism office in Chicago was comprised of 
approximately 630 names, most of which were from midwestem regions of the United 
States; the list from the tourism office in Washington, DC contained about 1000 names, 
more than half of which were from eastern states; and the list from the Mexico Hotline In 
New Jersey consisted of almost 1300 names, which were mostly from westem and 
southeastem states. Names representing travel agencies and male names were eliminated 
from the listings. Using a random numbers table, 300 female names were then drawn from 
each of the three listings to achieve geographical dispersement. Accordingly, 900 
individuals composed the sample for questionnaire distribution throughout the U.S. 
Mailing Procedures 
A mail survey was conducted throughout October to November 1996. The Dillman 
Total Design Method (Dillman, 1978) was utilized in collecting the data, except that a fourth 
mailing was not used. The initial mailing, including a cover letter, a questionnaire, and a 
full-page sheet containing color photographs of five souvenirs, was sent to a total of 900 
females. The cover letter explained that the purpose of the study was to learn about 
tourists' behavior and attitudes. The questionnaire had an identification number, but 
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respondents were told that it was only for record keeping. A reminder card was sent to all 
non-respondents within two weeks. Two weeks after the second mailing a letter stressing 
the importance of each respondent's partidpation in the sun^ey, a replacement 
questionnaire, and photographic stimuli were sent to all people on the list that had not 
retumed their questionnaires. The mailing materials, questionnaire, and color photographic 
stimuli are placed in Appendix B, C, and D, respectively. 
Statement on Human Subjects in Research 
Prior to collecting data, the Human Subject Review Committee (HSRC) at Iowa 
State University reviewed the proposed study and approved tiie use of human subjects 
(Appendix F). The committee ensured that participants' rights and welfare would be 
protected, that modified informed consent would be obtained, that responses would be kept 
confidential, and that no risks or discomforts were associated witii the study. 
Data Analysis 
Data analysis consisted of descriptive analysis, preliminary analysis, and analysis of 
the causal model. The Statistical Package for Social Science (SPSS) (SPSS Inc., 1988) 
was used to conduct data analysis. 
Descriptive Analysis 
First, frequendes were examined for all variables to clean the data and to remove 
unusable questionnaires. Since the sample for the study was restricted to adult women who 
had traveled to or were planning to travel to Mexico within one year, respondents who were 
under age 18 or male, and tiiose who had never traveled to and had no plan to ti^ vel to 
Mexico were removed and not included in further analyses. Respondents who did not 
complete more than 15 percent of the questionnaire were also removed. Among the nine 
sections in the questionnaire, no particular section were frequentiy left unanswered. 
However, the section measuring personal values seemed to be the most problematic area 
because 22 respondents gave the same responses for all 13 personal values. Considering 
that the personal values section was the only area where a 99 point rating scale was 
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employed, it seemed that this rating system, unlike a 5-point scale, looked complicated or 
caused confusion to some respondents. Dickson (1994) also found the personal values 
section to be a problem area, in which 12 of 376 respondents did not respond to any of the 
questions. In tiie present study, the 22 respondents were not removed despite their 
suspicious responses for personal values, because the personal values section represented 
only seven percent of the total response; however, their responses for personal values were 
considered as missing data. 
After removing the unusable questionnaires, frequencies were calculated for 
demographic and travel behavior variables in order to provide an overview of sample 
characteristics. In addition, respondents' overall attitudes and purchase intentions for five 
stimulus souvenirs were examined by computing means and standard deviations for tiie 
variables. 
Preliminary Analysis 
For preliminary analysis, factor analysis and Pearson's correlation were used. 
Factor analysis was used to reduce the number of items and to group similar items together 
(Vogt, 1993). Exploratory factor analyses using the principal component method of 
extraction and oblique rotation were performed separately on groups of items measuring the 
following topics: evaluative criteria, travel motivations, tourism styles, cultural values, 
personal values, and attitude toward other cultures. Oblique rotation was selected to 
produce factors which are con'elated (Bryman & Cramer, 1994). This procedure was 
chosen over other rotation methods because the intercon'elation of factors would better 
represent the real worid situation. An examination of scree-tests and conceptual clarity of 
items included within each factor determined the decision for the number of factors. Items 
loading at .40 or higher on a factor witii a difference of at least .20 on other factors were 
retained to define factors. Each factor was named to describe the salient content across 
items within the factor. 
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Reliability was examined using Cronbach's alpha coefficient. A Cronbach alpha of 
.60 was considered an acceptable indicator of internal consistency (Borg & Gall, 1989). 
Then, summated scores were created for all factors, excluding factors for souvenir 
evaluative criteria and perceived attributes. A summated score or a multi-score item was 
obtained by summing scores for factor items and then dividing by the number of items 
included in the score. Factors for souvenir evaluative criteria and perceived attributes were 
used to create a measure of attitude toward souvenirs. Specifically, a measure of attitude 
toward souvenirs was developed from the combination of the importance of evaluative 
criteria and perceived attributes for the products, following Fishbein's muKiattribute model 
(1967) as discussed eariier. The weighted scores were also divided by the number of items 
included in the score. A score for knowledge of Mexico was obtained by calculating the 
mean of two items measuring self-assessment of knowledge of Mexico and the fluency of 
Spanish. The summed score was used in subsequent analyses. 
Pearson's correlation coeffidents were calculated between all summated scores to 
explore the simple bivariate relationships between variables. The probability level of .05 
was used as a criterion for tests of significance. Based on the con'elation results, variables 
to be included in the causal model were selected. Specificaily, those that showed 
significant con-elations with preceding or/and following variables were chosen so as to 
maintain a stream of the causal relationships. 
Analysis of the Causal Model 
The maximum-likelihood estimation procedure was used via LISREL VII (Joreskog & 
Sdrt)om, 1989) to analyze the proposed causal model. Maximum-likelihood techniques 
estimate tiie population parameters most likely to have produced the observed data (Mulaik, 
1972). 
Compared to path analysis, structural model analysis by LISREL, EQS, or Amos is 
based upon less restrictive assumptions. The structural equation analysis can be applied 
where there is measurement error, correlated residuals, and reciprocal causation 
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(Pedhazur, 1982). In the present study, the factors under the same variable, such as 
Entertainment and Exploration as types of travel motivations, were hypothesized to have no 
direct assodation; instead, the residuals were allowed to covary with each other. That is, 
the residuals on Entertainment motive and Exploration motive, the residuals on Recreational 
tourism and Art and History tourism, and the residuals on the three dimensions of attitude 
toward souvenirs were conrelated with each other. 
The model was tested and evaluated separately for each of five souvenirs. To keep 
the model simple, the constructs were represented by a single indicator composed of their 
respective summated scales, not allowing measurement errors. The analysis was 
performed with the covariance matrix of the variables. 
Analysis of the causal model involved three steps. Rrst, the overall fit of the causal 
model was evaluated using a chi-square statistic, goodness-of-fit index, adjusted goodness-
of-fit index, and root mean square residual. These fit indices will be discussed in Chapter 5. 
in the second step, the direct and indirect effects among variables in the model were 
examined. The probability level of .05 was used as a criterion for tests of significance. 
Rnally, the overall fit of the model was compared with those of alternative models, including 
a null model, less restrictive model, and the least restrictive model. A chi-square difference 
test and a normed fit index were used to compare the models. 
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CHAPTER 4: PRELIMINARY RESULTS 
This chapter addresses the results of preliminary analyses of the research data. 
Rrst, an examination was made of the response rate and sample characteristics. Second, 
exploratory factor analysis was performed on the following variables: travel motivations, 
tourism styles, evaluative criteria, perceived attributes, cultural values, personal values, and 
attitude toward other cultures. After intemal reliability was assessed using Cronbach's 
alpha, summated scores were developed for all factors. Third, respondents' perceptions of 
product attributes and purchase intention for five Mexican souvenirs as well as their 
evaluative criteria were examined. Finally, simple bivariate relationships between variables 
were presented using Pearson's conflation. 
Response Rate 
Of the 900 questionnaires mailed, 51 were returned due to an inaccurate address or 
the recipient was of minor age. From the remaining 849 questionnaires, 336 were returned 
for a response rate of 40%. Of these, 277 surveys were completed by adult women who 
had traveled to or were planning to travel to Mexico within one year. These 277 surveys 
were included in the analyses for the study. 
Sample Characteristics 
Demographics 
Respondents' demographic characteristics are summarized in Table 4.1. 
Respondents were between 18 and 76 years old; the average age was 41 years. Most 
were Caucasian (83%), followed by Hispanics (6%), African Americans (3%) and other 
(1%). Married women represented 83% of the sample while single women represented 
31%. More than 47 percent of the respondents reported an annual household income of 
$50,000 or above; approximately 26 percent reported an annual household income between 
$25,000 and $49,999. The majority (83%) completed education beyond high school and 
thirty percent had at least some graduate education. The majority of respondents were 
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Table 4.1. Overall Demographic Characteristics 















































Less than $10,000 
$10,000 to $24,999 
$25,000 to $49,999 
$50,000 to $74,999 
$75,000 and over 
Highest Level of Education 
High school 
1-3 years college, technical 
or vocation school 
Baccalaureate degree 
Some graduate work 
A graduate degree 
Occupation 




























® Total number may not equal to 277, due to non-responses. 
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Table 4.1. (Continued) 
Characteristic Frequency Percent 
Helping professions, social 
workers, counselors 3 1.1 
Writers, artists, performers 4 1.4 
Business owners, managers, 
executives 28 10.1 
Administrative support and clerical, 
computer operators 46 16.6 
Sales and mari<eting 25 9.0 
Professionals including law, 
engineering, computer sdence, 
joumalists 12 4.3 
Students 2 0.7 
Service occupations 19 6.9 
Other 5 1.8 
Not employed 39 14.1 
Retired 20 7.2 
employed (71%). Occupational categories most heavily represented were administrative or 
clerical (17%) and educational (15%) professions. The sample appeared to be younger, 
more affluent, and better educated than an average of the U.S. female population (U.S. 
Bureau of the Census, 1996). Also, it contained more married and single people. 
Therefore, the findings of the study cannot be generalized beyond this sample. 
Travel Behavior 
Respondents also provided information on their ti^ vel behavior (see Table 4.2). Of 
the 277 respondents, 38 percent had traveled in Mexico as a tourist since January 1,1996 
and, of these, 75 percent reported the main purpose of their trip was vacation or 
sightseeing, followed by shopping or purchasing (5%). In addition, 69 percent traveled in 
Mexico at least once prior to 1996 and, of these, 33 percent traveled in Mexico at least four 
times. Approximately 73 percent of the respondents had plans to travel in Mexico within a 
year. One quarter of the respondents had not traveled outside of the United States during 
Table 4.2. Travel Behaviors 
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Characteristic Frequency Percent 
Recent Travel in Mexico 
Traveled in Mexico as a tourist 
































Past Travel in Mexico 
The number of trips to Mexico prior to 1996 
None 85 30.7% 
1 70 25.3 
2 37 13.4 
3 21 7.6 
4 20 7.2 
5 7 2.5 
6 12 4.3 
7 3 1.1 
8 times and over 22 7.9 
Future Travel in Mexico 
Have plans to travel in Mexico 








' Percent was calculated with a total number of respondents being 104, i.e., the number of 
tourists who had traveled in Mexico since January 1,1996. 
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Table 4.2. (Continued) 
Characteristic Frequency Percent 
International Travel 
Number of countries traveled 
outside the U.S. during the past two years 
None 69 25.0% 
1 85 30.7 
2 46 16.6 
3 24 8.7 
4 19 6.9 
5 11 4.0 
6 5 1.8 
7 8 2.9 
8 countries and over 10 3.6 
the past two years, while 44 percent had traveled to at least two foreign countries during the 
past two years. Of the 69 respondents who had not traveled outside of the United States 
during the past two years, 48 percent had traveled to Mexico more than once prior to 1995 
and 78 percent had plans to travel to Mexico within one year. Therefore, it was concluded 
that the sample in this study property represented international tourists, in that the majority 
had ti^ vel experience in Mexico. 
Factor Analysis 
Factor analysis was used to determine underiying dimensions of the following 
variables: travel motivations, tourism styles, evaluative criteria, perceived attributes, cultural 
values, personal values, and attitude toward other cultures. Titles were assigned to the 
factors based on the content expressed in tiie items loading most sti'ongly on the factor. 
Items loading negatively on factors were rescored to reverse polarity of item scales. 
Travel Motivations 
Factor analysis of 22 ti^ avel motivational Items resulted in five factors. The factor 
items and their factor loadings are presented in Table 4.3. The five factors accounted for 
56.5% of the total variance in travel motivations. Factor loading ranged from .55 to .81. 
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Table 4.3. Factors from Travel Motivations 




Living in luxury while on a trip 
Going to famous places in the worid 
Cronbach's alpha-.7A 
Exploration 
Learning about the people and history of 
the place I visit 
Experiencing the authentic life of a community 
Visiting new and exciting places 
Seeing spectacular scenery 
Cronbach's alpha=.75 
Family and Friend Relationship 
Visiting family or friends 
Pursuing family history and roots 
Finding interesting activities for children 
Spending time with my family and friends 
Cronbach's alpha=.69 
Relaxation 
Taking it easy, getting plenty of rest or sleep 
Having time to be by myself, experiencing solitude 
Experiencing unpolluted/natural surroundings 



















Experiencing physical challenges 
Taking part in adventurous activities 
Developing skill in a sport or art 
Going to places that are off-the-beaten track or 






Table 4.3. (Continued) 
Factor Title and Items Factor Loadings 
Cronbach's alpha-.72 
Items Not Used 
Having time for romance 
Returning to places I have enjoyed before 
Total Percent of Variance=56.5 
The first factor was labeled Entertainment, because items loading highly on this factor 
reflected tourists' tendency to seek pleasure or entertainment. The second factor, 
Exploration, included items that represented tourists' desire to leam and experience 
different people and cultures as well as their excitement of visiting different places. The 
Entertainment factor pertained to the commerdalized aspects of tourism, while the 
Exploration factor stressed the authentic setting of tourism. That is, persons with strong 
entertainment motive can be considered as more spectating tourists who are satisfied with 
watching perfonnances by hosts simply as an audience while persons with strong 
exploration motive are more actively participating in the authentic life of the hosts. The third 
factor strongly represented the opportunity to enhance relationships with family and friends 
and, thus, was labeled Family and Friend Relationship. The fourth factor, labeled 
Relaxation, included Items dealing with the opportunity to relax and get away from daily 
routines and commercialization of the modem sodety. The final factor. Activity, reflected 
tourists' desire for physical challenges and sport participation. Cronbach's (1951) alpha 
coefficients of reliability were .74, .75, .69, .66, and .71 for the five factors respectively. All 
met acceptable levels of reliability (>.60). 
Emergence of these factors was supported by previous research on travel 
motivation, indicating strong construct validity for the factors and relevance across diverse 
groups of individuals. Relaxation, Exploration, and Family and Friend Relationship were 
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similar to factors identified by Cha etal. (1995), Fisher and Price (1991), Gitelson and 
Kerstetter (1990), and Loker and Perdue (1992). Entertainment was similar in content to 
the Excitement factor from Gitelson and Kerstetter's study. In addition, Activity 
corresponded closely to the Sport factor identified by Cha et al. 
Tourism Styles 
Six factors emei^ ed from the factor analysis of 30 travel activities, explaining 56.7% 
of the total variance (see Table 4.4). Factor loadings ranged from .56 to .85. The first 
factor. Ethnic, was composed of items representing tourists' being engrossed in the 
authentic life of communities. Specifically, items included such activities as visiting ethnic 
communities, eating ethnic food, interacting witii local people, and attending community 
festivals or fairs. Recreational activities such as attending sports, participating in night 
entertainment, and visiting recreational theme parks were loaded on tiie second factor, 
labeled Recreational. The third factor including outdoor activities such as hiking, camping, 
and visiting parks was labeled Active Outdoor. The fourth factor, Organized Tour, included 
items regarding guided or package tours. The fifth factor, Art and History, was composed 
of items regarding general interest in culture and history. Activities included visiting art 
galleries, art museum, historic sites, or historic museums and obsen/ing architecture of 
public buildings. Items representing tourists' tendency to capture travel experiences by 
bringing home souvenirs were included in the final factor, labeled Souvenir Seeking. 
Cronbach's alpha coefficients were .81, .67, .65, .65, .79, and .74 for six factors 
respectively. 
These factors were fairiy consistent with those identified by Litti'ell et al. (1994) with 
the exception that the Urban Entertainment factor from their study was split into three 
factors: Recreational, Organized Tour, and Souvenir Seeking. Additionally, an item relating 
to interest in arts was associated with ethnic tourism in Uttreil et al.'s study, while the same 
item loaded on historical tourism in the present study. Further, some factors were similar to, 
although not identical with, the tourist types proposed by Smith (1989) and Cohen (1972). 
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Table 4.4. Factors from Tourism Styles 
Factor Title and Items Factor Loadings 
Ethnic 
Eating foods of the region 
Visiting ethnic communities 
Walking around in a town or city 
Meeting interesting people different than myself 






Cronbach's alpha-.8  ^
Recreational 
Attending sports events such as baseball, 
football, soccer or basketball .71 
Participating in night entertainment such as 
dancing or nightclubs .62 
Visiting recreational tiieme parks with rides and sports .61 
Cronbach's a/p/ja=.67 
Active Outdoor 
Hiking, backpacking, or taking nature walks .85 
Camping .70 
Visiting state or national parks .56 
Cronbach's alpha=.65 
Organized Tour 
Taking guided tours to special sites .80 
Taking a complete package tour .76 
Socializing with fellow travelers .59 
Cronbach's alpha=.65 
Art and History 
Visiting art galleries, art museums, or art studios .73 
Visiting historic homes, historic sites, 
or history museums .73 
Observing architecture of public buildings 
such as churches or government buildings .64 
Visiting gardens and urban pari<s .58 
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Table 4.4. (Continued) 
Factor Title and Items Factor Loadings 
Cronbach's alpha-.79 
Souvenir Seeking 







Items Not Used 
Eating in interesting or special restaurants 
Looking for antiques 
Attending concerts or the theater 
People-watching 
Going to recreated villages depicting a past way of life 
Visiting cities 
Attending religious services 
Buying local arts or crafts from the region 
Swimming, tennis, golf, skiing, bicycling, 
boating, or sailing 
Total Percent of Variance=:56.7 
Ethnic, Recreational, and Art and History were the same as Smith's classification. The 
distinction between Ethnic and Organized Tour paralleled that discussed by Cohen of 
explorers and organized mass tourists. 
Evaluative Criteria 
Three factors of evaluative criteria were extracted that accounted for 57.0% of the 
total variance (see Table 4.5). Factor loadings ranged fi'om .54 to .90. The first factor 
encompassed three concepts dealing with aesthetic properties such as design and color, 
price, and quality. Emergence of this factor, named Aesthetic and Value, was notable 
because it represented that tourists' evaluations of souvenirs' aesthetic properties, price, 
and quality are associated closely with each other. The second factor. Uniqueness, 
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Table 4.5. Factors from Souvenirs Evaluative Criteria 
Factor Title and Items Factor Loadings 
Aesthetic and Value 
The design is appealing. .90 
The colors are appealing. .85 
The price is good value. .79 
The workmanship is of high quality. .65 
Cronbach's alphar=.83 
Unioueness 
It is new, innovative. .79 
It was made by a well-known craftsperson or 
company from the area. .79 
The product is unique or one of a kind. .68 
it has a name or design related to 
the theme of the place I am visiting. .54 
Cronbach's alpha=.70 
Care and Travel 
It is easy to care for or clean. .80 
It is easy to pack or carry with me on the trip. .76 
It makes a good gift. .69 
It can be wom. .69 
Cronbach's a/p/ia=.75 
Items Not Used 
It can be used or displayed in my home or office. 
It is a clever idea. 
Total Percent of Variance=57.0 
included such criteria as novelty, production of a well-known craftsperson, uniqueness, and 
association with the place. The third factor, Care and Travel, contained criteria relating to 
practical aspects of souvenirs such as ease-of-care, and ease-of-carry. Cronbach's alpha 
coefficients were .83, .70, and .75 for the three factors respectively. 
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The finding revealed some inconsistendes with past research. First, aesthetic 
properties, value, and quality were identified as separate dimensions in Littrell's (1990) 
study. However, it should be noted that Littrell captured these dimensions using content 
analysis, which provided no information on the associations among dimensions. Future 
research may want to examine whether the strong association among aesthetic properties, 
value, and quality is also present for other types of souvenirs. Second, cultural associations 
have been recognized as a distinct dimension of evaluative criteria for selecting souvenirs 
or ethnic textiles and clothing (Dickson, 1994; Littrell, 1990; Littrell, Paff, & Kim. 1997; 
Slaybaugh, Littrell, & Farrell-Beck, 1990). In the present study, however, a cultural 
assodation item ("It has a name or design related to the theme of the place I am visiting") 
was assodated with the items relating to uniqueness. This indicated that respondents in 
this study might not consider cultural connection and uniqueness to be different. In order to 
provide more precise understanding of the relationship between cultural associations and 
uniqueness, future research should indude more cultural association items in analysis. 
Perceived Attributes of Souvenirs 
Factor analysis was perfomied on perceived attributes separately for five Mexican 
souvenirs, including a woven rug, woven placemat, T-shirt, woven belt, and cushion cover. 
A three-factor solution was employed in order to produce factors directly comparable with 
the three evaluative criteria factors. As a result of factor analysis, similar factors to those of 
evaluative criteria were revealed for all five souvenirs, indicating the relevance of the factors 
across various types of souvenirs (see Table 4.6). Only items loaded on the same factor 
across five souvenirs and on the identical factor of evaluative criteria were chosen to create 
a measure of attitude toward souvenirs, resulting in two items for each factor. The items 
used to create summated scores for evaluative criteria and perceived attributes are 
summarized in Table 4.7. As discussed in the previous chapter, attitude toward souvenirs 
was measured using indices derived from a combination of the evaluative criteria factor and 
the perceived attributes factor. 
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Table 4.6. Factors from Perceived Attributes for Five Mexican Souvenirs 
Factor Title and Items Factor Loadings 
Woven Rug 
Aesthetic 
The design is appealing. .88 
The colors are appealing. .84 
The price is good value. .75 
It can be used or displayed in my home or office. .66 
Uniqueness 
It is new, innovative. .90 
It is a clever idea. .86 
The product is unique or one of a kind. .86 
Care and Travel 
It is easy to care for or clean. .80 
It is easy to pack or carry with me on the trip. .82 
It has a name or design related to Mexico. .52 
Items Not Used 
It makes a good gift. 
Total Percent of Variance=66.2 
Woven Placemat 
Aesthetic 
The colors are appealing. .87 
The design is appealing. .83 
It can be used or displayed in my home or office. .81 
Uniqueness 
It is a clever idea. .93 
It is new, innovative. .89 
The product is unique or one of a kind. .85 
It has a name or design related to Mexico. .75 
Care and Travel 
It is easy to care for or clean. .88 
It is easy to pack or cany with me on the trip. .83 
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Table 4.6. (Continued) 
Factor Title and items Factor Loadings 
Items Not Used 
The price is good value. 
It makes a good gift. 
Total Percent of Variance=71.1 
T-Shirt 
Aesthetic 
The design is appealing. .94 
The colors are appealing. .93 
Uniqueness 
It is a clever idea. .89 
It is new, innovative. .88 
The product is unique or one of a kind. .76 
Care and Travel 
It is easy to pack or carry with me on the trip. .93 
It is easy to care for or clean. .90 
it has a name or design related to Mexico. .88 
Items Not Used 
The price is good value. 
It can be used or displayed in my home or office. 
It makes a good gift. 
Total Percent of Variance=73.8 
Woven Belt 
Aesthetic 
The colors are appealing. .95 
The design is appealing. .94 
Uniqueness 
It is new, innovative. .90 
It is a clever idea. .85 
The product is unique or one of a kind. .70 
Table 4.6. (Continued) 
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Factor Title and Items Factor Loadings 
Care and Travel 
It is easy to pack or carry with me on the trip. 
It has a name or design related to Mexico. 




Items Not Used 
The price is good value. 
It can be used or displayed in my home or office. 
It makes a good gift 
Total Percent of Variance=69.0 
Cushion Cover 
Aesthetic 
The design is appealing. .89 
The colors are appealing. .89 
Uniqueness 
It is new, innovative. .90 
It is a clever idea. .89 
The product is unique or one of a kind. .83 
It has a name or design related to Mexico. .72 
Care and Travel 
It is easy to care for or clean. .80 
It is easy to pack or cany with me on the trip. .87 
Items Not Used 
The price is good value. 
It can be used or displayed in my home or office. 
It makes a good gift. 
Total Percent of Variance=72.6 
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Table 4.7. Factor Items Used to Create a Measure of Attitude toward Souvenirs 
Factor Title and items 
Aesthetic 
The design is appealing. 
The colors are appealing. 
Uniqueness 
It is new, innovative. 
The product is unique or one of a kind. 
Function 
It is easy to care for or clean. 
It is fjasy to pack or cany with me on the trip. 
Cultural Values 
A five-factor solution provided the most meaningful factors of cultural values (see 
Table 4.8). The five factors accounted for 47.4% of the total variance and factor loadings 
ranged from .50 to .80. Items relating to the importance of possessions loaded heavily on 
the first factor, labeled Materialism. The second factor, Emotional Closeness, contained 
items concerning emotional and long-term relationship with others. The third factor. Direct 
Discourse, included items stressing the importance of expressing opinions and getting to 
the point in communication. The fourth factor. Family Conservatism, pertained to 
conservative attitudes toward gender roles and family obligation. The fifth and final factor, 
Independence, included Items reflecting self-reliance. Cronbach's alpha coefficients for 
tiiese factors were .65, .68, .55, .61, and .56 respectively. Direct Discourse and 
Independence showed a relatively low alpha. For new instruments, however, alpha levels of 
.50 or .60 are considered to be acceptable, particulariy when the measure consists of only a 
few items (Nunnally, 1967). 
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Table 4.8. Factors from Cultural Values 
Factor Title and Items Factor Loadings 
Materialism 
Having many nice things is important to me. .77 
Eaming enough money to allow to me to acquire 
the things I like is important to me. .71 
It is important to do things without being restricted 
by anything or anyone. .56 
Cronbach's a/p/?a=.65 
Emotional Closeness 
I enjoy being emotionally close to people. .80 
i enjoy developing long-temn relationships with people. .75 
Cronbach's a/p/7a=.68 
Direct Discourse 
I say "No" directly when I have to. .64 
When I disagree with a group, I do not change 
my own stance on important issues. .60 
It is Important to make my point as cieariy and 
directly as possible when speaking to others. .57 
I prefer to give opinions that will help people 
save face rather than give a statement of truth. .54 (R) 
Cronbach's alpha=.55 
Familv Consen/atism 
Children should live at home with their parents 
until they get mam'ed. .70 
A woman's place is at home. .62 
Social power should go to males. .50 
Cronbach's a/p/?a=.61 
Independence 
One should live one's life independently of others 
as much as possible. .70 
I would still be where I am today, even without 
the help of others. .64 
(R) indicates a reversed item. 
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Table 4.8. (Continued) 
Factor Title and Items Factor Loadings 
Cronbach's alpha-.56 
Items Not Used 
ft is important to enjoy sensual pleasures such as food and drink. 
I would offer my seat in a bus to an elderiy person. 
Aging parents should live at home with their children. 
One should be modest when talking about his/her accomplishments. 
For getting ahead, knowing influential people is usually more important than ability. 
To be successful a person must stand alone. 
Working with one company for many years is desirable. 
My parents' opinion has been important in the choices I make in my life. 
It is important that other people do not see me in a negative light. 
Much that happens in life is independent of the human will. 
A larger company is generally a more desirable place to work than a small 
company. 
Total Percent of Variance=45.4 
Personal Values 
Three factors of personal values resulted explaining 61.5% of the total variance (see 
Table 4.9). Factor loadings were in a range of .63 to .87. The first factor, Hedonism, 
included items reflecting hedonistic orientation, such as pleasure, a comfortable life, social 
recognition, and a worid of beauty. The second factor. Global Values, consisted of societal 
values such as a worid at peace, an educated society, equality, and environmental security. 
The third factor, Inner-Directed, included internally-focused values such as self-respect, 
inner harmony, and wisdom. Hedonism and Inner-Directed factors represented beliefs that 
individual benefits are desirable end-states, while the Global Values factor reflected beliefs 
favoring collective benefits. Cronbach's alpha coefficients for the factors were in an 
acceptable range of .76 to .80. Construct validity of the scale was also established by 
examining consistency with the factors identified by Dickson (1994). The only exception to 
comparability was that the value regarding a worid of beauty loaded on the Global Values 
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Table 4.9. Factors from Personal Values 
Factor Title and Itenns Factor Loadings 
Hedomism 
Pleasure .81 
A comfortable life .80 
Sodal recognition .71 
A world of beauty .63 
Cronbach's alpha-JQ 
Global Values 
A world at peace .87 
An educated society .84 
Equality .73 




Inner harmony .83 
Wisdom .72 
Cronbach's alpha=.77 
Items Not Used 
A sense of accomplishment 
Happiness 
Total Percent of Variance=61.5 
factor in Dickson's study while it loaded on Hedonism in the present study. Similar factors 
were also found in Crosby, Bitner, and Gill's (1990) classification of Hedonism, Idealism, 
and Self-Directed values. 
Attitude toward Other Cultures 
Three factors were generated from the factor analysis of attitude toward other 
cultures (see Table 4.10). The total percent of variance accounted for was 51.0, and factor 
loadings ranged from .53 to .83. The first factor included items indicating general interest in 
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Table 4.10. Factors from Attitude toward Other Cultures 
Factor Title and Items Factor Loadings 
Interest in Other Cultures 
I like to decorate my home or office with artifacts 
from other countries. .83 
I am interested in the history and culture of 
other countries. .77 
I love to travel abroad if I have time and money. .76 
Cronbach's alpha-.7Z 
Consumer Ethnocentrism 
American products are the first, last, and foremost. .83 
Only those products that are not available 
in the U.S. should be imported. .76 
It is not right to purchase foreign products, 
because it puts Americans out of jobs. .73 
Cronbach's a/p/7a=.71 
Worid-Mindedness 
Any healthy individual, regardless of race or religion, 
should be allowed to live wherever she/he wants to 
in the worid. .70 
Culturally mixed mam'ages are not wrong. .65 
We ail have a right to hold different belief 
about God and religion. .59 
It would be better to be a citizen of the world 
than of any particular nation. .57 
Our country should permit the immigration of 
foreign peoples. .53 
Cronbach's alpha-.65 
Items Not Used 
I do not like to meet foreigners. 
Total Percent of Variance=51.0 
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Other cultures, such as interest in decorating the home with cultural artifacts, leaming the 
history of other countries, and traveling abroad. This factor was entitled Interest in Other 
Cultures. The second factor included items from CETSCALE developed by Shimp and 
Shanna (1987) to measure Consumer Ethnocentrism. The items reflected the attitude 
against purchasing foreign products. The third factor, called World-Mindedness, contained 
items representing global world view and cultural pluralism. World-Mindedness was an 
outer-directed perspective on other cultures, while Interest in Other Cultures represented a 
rather emotional, inner-directed way of viewing other cultures. It was notable that, in the 
analysis of personal values, a similar distinction was drawn between global values and 
inner-directed values. In addition, the distinction between these two factors was consistent 
with the notion that worid-mindedness is different from interest in other cultures and 
international affairs (Sampson & Smith, 1957). Cronbach's alpha coefficients that ranged 
from .65 to .73 indicated the relative reliability of the factors. 
Overall Attitude and Purchase Intention for Mexican Souvenirs 
Respondents' overall responses for souvenir evaluative criteria appear in Table 4.11. 
In general, respondents attributed high importance to all three criteria such that all criteria 
were rated above 5 on a 7-point scale. The results indicated that the most important criteria 
for buying souvenirs were aesthetic properties such as design and color. Care/portability 
and uniqueness were relatively less important. 
Table 4.11 also presents respondents' overall perceptions of product attributes for 
five Mexican souvenirs, i.e., a woven mg, woven placemat, T-shirt, woven belt, and cushion 
cover. Care and portability were ranked highest for the woven placemat, T-shirt, woven belt 
and cushion cover, followed by aesthetic properties and uniqueness. The highest ranked 
attributes for a woven rug were aesthetic qualities, followed by care and portability and 
uniqueness. The woven belt was perceived to be most aesthetically appealing and unique 
among tiie five souvenirs, and the T-shirt was perceived to be easiest to care for and can  ^
or pack. 
Table 4.11. Respondents' Overall Responses for Souvenir Evalutive Criteria, Perception of Souvenir Attributes, 
and Purchase Intention 
Perception of Souvenir Attributes (P) and Attitude toward Souvenirs (A) 
Evaluative Woven Rug Woven Placemat T-Shirt Woven Belt Cushion Cover 
Criteria (E) P A" P A P A P A P A 
Aesthetic 5.87" 5.18 30.41 5.15 30.23 5.66 33.22 5.79 33.99 4.47 26.24 
(1.10') (1.33) (1.39) (1.27) (1.40) (1.86) 
Uniqueness 5.12 3.22 16.49 3.33 17.05 4.02 20.58 4.50 23.04 3.87 19.81 
(1.29) (1.52) (1.50) (1.60) (1.60) (1.54) 
Care and Travel 5.32 4.82 25.64 5.48 29.15 6.24 33.20 5.95 31.65 4.65 24.74 
(1.28) (1.32) (1.14) (1.02) (1.04) (1.42) 
Overall Attitude Score 72.54 76.43 87.00 88.68 70.79 
Purchase Intention 3.49 3.91 5.32 4.32 2.79 
(1.91) (1.91) (1.75) (2.14) (1.97) 
" Mean across two itenfis 
" Standard deviation 
" Evaluative criteria (E) x perceptions of souvenir attributes (P) 
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Evaluative criteria factor scores were multiplied wttii the assodated perceptions of 
souvenir attributes and then summed to obtain an overall attitude score for each souvenir 
(see Table 4.11). The woven belt received the most favorable attitudes fi"om respondents, 
followed by the T-shirt, woven placemat, woven rug, and cushion cover. 
Overall purchase intentions for the five souvenirs were also examined (see Table 
4.11). On a 7-point scale, purchase intentions ranged from 2.79 to 5.32. In general, 
respondents were most likely to buy the T-shirt, followed by the woven belt, woven 
placemat, woven rug, and cushion cover. 
Relationships among Variables 
Further preliminary analysis included an examination of the simple bivariate 
relationships between variables by computing Pearson correlation coefRdents (see Table 
4.12, 4.13,4.14, and 4.15). Examined were the following hypothesized relationships 
between; 1} the three dimensions of attitude toward souvenirs and purchase intention (Hi), 
2) tourism styles and attitude toward souvenirs (Ha), 3) travel motivations and attitude 
toward souvenirs (Hs-a), 4) travel motivations and tourism styles (Ha-b), 5) knowledge of tiie 
host culture and attitude toward souvenirs (H4), 6) cultural values and tourism styles (Hs-a), 
7) cultural values and travel motivations (Hg-b), 8) personal values and tourism styles (Hs-a), 
9) personal values and travel motivations (He-b), 10) attitude toward other cultures and 
travel motivations (Hy-a), and 11) attitude toward other cultures and travel motivations (H7-
b). This section examines only the existence of the hypothesized relationships, and does 
not provide detailed discussions about tiie relationships. Specific models with the expected 
causal relationships among variables were tested separately for five souvenirs and are 
discussed in Chapter 5. 
In addition, con'elations between factors for each of ti^ vel motivations, tourism 
styles, attitude toward souvenirs, cultural values, personal values, and attitude toward other 
cultures are not examined in this section, but reported in Table G.I through Table G.6 In 
Appendix G. 
Table 4.12. Correlations between Attitude toward Souvenirs and Purchase Intention 
Purchase Intention 
Woven Rug Woven Placemat T-Shirt Woven Belt Cushion Cover 
Attitude toward Souvenirs 
Aesthetic 
Uniqueness 















*** Significant at .001 level 
Table 4.13. Correlations between Travel Motivations, Tourism Styles, Knowledge of Mexico, and Attitude toward 
Souvenirs 
Attitude toward Souvenirs 
Woven Rug Woven Placemat T-ShIrt Woven Belt Cushion Cover 
A ^ U ^ C "  A U G  A U G  A U G  A U G  
Tourism Styles 
Ethnic .09 -.04 .16** .09 -.07 .17** .15* -.01 .18** 31*** .08 .28*** .11 .12* .20**' 
Recreational .06 24*** .11 -.01 .09 .01 .14* .09 .02 .16** .13* -.02 .13* .05 
Active Outdoor -.03 .09 .16** -.08 .14* .02 .08 .17* .06 .09 .15* .11 -.02 .13* .07 
Organized Tour .30** * 20*** .18** .19** 24*** 20** 2i*« , 33«*« ' .16* 30*** 28*** .13* 24** ' .14* 
Art and History .20** .13* .18** .17** .15* .12* .13* .10 .03 22*** .12* .19** .16** .15* .17** 
Souvenir-Seeldng .16** .09 .16** .03 .13* .10 .04 .15* .13* .12* .14* .25*** .04 .16** .13* 
Travel l\4otlvations 
Entertainment .02 .18** .13* .01 24*** .14* -.03 .23** ' .07 .03 .23*** .18** -.00 .16** .10 
Exploration .16** .06 .12* .16* .11 20** .12* .06 .15* .28*** .18** 23*** .12 .16** .14' 
Family/Friend 
Relationship -.01 .20** .16** .08 .29*** .06 .06 .17** .11 .08 .17** .12* -.02 .11 .13' 
Relaxation -.08 .05 .08 .12* .18** .02 -.03 .01 .01 -.08 .01 .06 -.04 .10 .02 
Activity .05 .16** 25*** -.10 .11 .08 -.04 .17** .09 .15* 21*** .20** -.01 .15* .11 
Knowledae of 
Mexico -.03 -.13* .03 .08 -.05 .09 .03 -.03 .05 .13* .01 .13* .02 -.00 .04 
° Aesthetic 
'' Uniqueness 
° Gare and Travel 
* Significant at .05 level 
•* Significant at .01 level 
*** Significant at .001 level 
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Table 4.14. Correlations between Travel Motivations, Exogenous Variables, and 
Tourism Styles 
Tourism Styles 
Exogenous and Ethnic Recreational Active Organized Art and Souvenir 

























.05 .58*** -.03 
.68"* -.07 .2t 
.07 .35*** .25' 
-.00 .15* .13' 
.32*** .18** .45' 
-.07 .31*** .01 
.18** .15* .12' 
.04 .05 .05 
-.07 .07 .04 
-.01 .05 .04 
-.11 • .22*** .04 
.06 -.04 .02 
.04 .00 -.03 
.51*** -.15* .04 
-.22*** .19** -.10 
.34*** -.04 .05 
.34*** .12* .65' 
.11 .62*** .34' 
.11 .21*** .25' 
.00 .08 .13' 
.11 .21*** .09 
-.12* -.07 .14' 
.11 .12* .08 
.13* .10 .01 
.07 .05 .04 
.09 .00 -.05 
.13* .02 .11 
.06 .15* -.12 
.03 .09 -.04 
.02 .37*** .2V 
.11 -.05 .10 
-.12* .25*** -.01 
* Significant at .05 level 
** Significant at .01 level 
•** Significant at .001 level 
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Table 4.15. Correlations between Exogenous Variables and Travel Motivations 
Travel Motivations 
Entertainment Exploration Family Relaxation Activity 
Relationship 
Cultural Values 
Materialism .36  ^ -.04 -.03 .14* .16*  ^
Emotional 
Closeness .08 .12* .12* .02 .07 
Direct Discourse .11 .11 -.01 .15* .16* 
Family Conservatism .09 .05 .19** -.02 .05 
Independence .08 -.02 -.02 -.02 .09 
Personal Values 
Hedonism .20  ^ -.06 .12* .05 .11 
Global Values -.12* .08 .09 -.07 -.06 
Inner-Directed -.03 .06 -.03 .08 .08 
Attitude toward 
Other Cultures 
Interest in Other 
Cultures .05 .47*** .06 -.06 .13* 
Ethnocentrism .19* -.07 .10 .14* .03 
Worid-Mindedness -.10 .19* .10 -.04 .10 
* Significant at .05 level 
** Significant at .01 level 
•** Significant at .001 level 
80 
Table 4.12 presents the correlation coeffidents between purchase intention and 
attitude toward souvenirs. The highly significant coefficients resulted between the rating of 
purchase intention and all three dimensions of attitude toward souvenirs, as predicted by Hi. 
Positive coefficients indicated that persons who held more favorable attitudes toward 
souvenirs were more likely to have strong purchase intentions. 
As shown in Table 4.13, analysis of correlations between attitude toward souvenirs 
and tourism styles or travel motivations yielded a number of significant relationships, in 
keeping with the expectations (Hz and Hs-a). Significant but weaker correlations were found 
between knowledge of Mexico and attitude toward souvenirs for two souvenirs, a woven rug 
and a woven belt, providing weak and partial support for H4. 
Table 4.14 shows correlation coefficients between tourism styles and travel 
motivations or exogenous variables. As predicted by Hs-b, a number of strong relationships 
appeared between tourism styles and travel motivations. Of five cultural values. 
Materialism, Emotional Closeness, and Direct Discourse were significantly assodated with 
tourism styles, and of three personal values, Hedonism and Global Values were significantly 
related to tourism styles, consistent with Hs-a and He-a. However, the relationships of Direct 
Discourse and Global Values with travel motivations were fairiy weak and appeared to be 
significant only in one dimension of travel motivation. The significant assodations between 
all three types of attitude toward other cultures and tourism styles were in agreement with 
Hra. 
Very few significant relationships resulted from tiie analysis of correlations between 
travel motivations and exogenous variables such as cultural values, personal values, and 
attitude toward other cultures (see Table 4.15). Of the five cultural values, Materialism, 
Emotional Closeness, Direct Discourse and Family Conservatism were significantly 
assodated with travel motivations (Hs-b); however, the relationships were weak except for 
tiie relationship between Materialism and Entertainment. Of the three personal values. 
Hedonism and Global Values showed significant relationships with travel motivations (He-b); 
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however, the only one significant and weak relationship appeared between Global Values 
and Entertainment. All three dimensions of attitude toward other cultures were significantly 
assodated with some dimensions of travel motivations, as predicted by Hy-b; however, the 
relationships were weak except for the relationship between Interest in Other Cultures and 
Entertainment. 
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CHAPTER 5: ANALYSIS OF THE CAUSAL MODEL 
This chapter presents the results from the analysis of the proposed causal model of 
tourists' souvenir purchasing behavior. The hypotheses generated for the study predicted 
causal relationships between various combinations of cultural values, personal values, 
attitude toward other cultures, knowledge of Mexico, travel motivations, tourism styles, 
attitude toward souvenirs, and purchase intention. The model was tested using LISREL VII 
(Joreskog & Sorbom, 1989). In the first section of this chapter, the overall fit of the 
proposed model is examined. The second section discusses the direct and indirect effects 
among the variables in the proposed model. Finally, the proposed model was compared to 
the alternative models. 
Proposed Model 
As discussed eariier, the hypotheses developed tiirough a literatijre review were: 
Hv Attitude toward souvenirs will significantiy affect intention to 
purchase souvenirs. 
Hz: Tourism styles will significantly affect attitude toward souvenirs. 
H3: Travel motivations will significantly affect (a) attitude toward souvenirs and 
(b) tourism styles. 
H4: Knowledge of Mexico will significantiy affect attitude toward souvenirs. 
Hs: Cultural values will significantiy affect (a) tourism styles and 
(b) travel motivations. 
He: Personal values will significantiy affect (a) tourism styles and 
(b) travel motivations. 
H7: Attitude toward other cultures will significantly affect (a) tourism styles and 
(b) travel motivations. 
Because of the lack of studies addressing the relationships among the variables 
examined in this study, hypotheses predicting specific relationships could not be generated. 
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It was, therefore, necessary to employ a data intensive model-building scheme in this study. 
That is, the causal model to be tested was empirically developed using the following 
process of discovery. Fik-st, the hypotheses stated above served as a framework regarding 
how to order the variables (e.g., travel motivations, such as Entertainment, Exploration, 
Family/Friend Relationship, Relaxation, and Activity, causally precede tourism styles, such 
as Ethnic, Recreational, Active Outdoor, Organized Tour, Art and History, and Souvenir 
Seeking). Then, within the framework, the particular variables (i.e., factors) to be entered 
into tiie causal model analysis were chosen based on Pearson correlation results. In order 
to maintain a stream of the causal relationships in the model, only those that were 
significantiy con-elated with preceding and/or following variables were selected. For 
example. Activity motive was highly and significantiy correlated with Active Outdoor tourism 
(a following variable), but it was not strongly conrelated with any of the exogenous variables 
(preceding variables) (see Table 4.14 and 4.15). In contrast. Entertainment motive was 
highly and significantiy correlated with Recreational tourism (a following variable) and 
Materialism (a preceding variable). Therefore, Entertainment motive was selected over 
Activity motive. 
This decision process led to the inclusion of the following variables: Materialism 
value. Hedonism value, interest in Other Cultures, World-Mindedness, knowledge of 
Mexico, Entertainment motive, Exploration motive, Recreational tourism, Art and History 
tourism, Attitude toward Aesthetics, Attitude toward Uniqueness, Attitude toward Care and 
Travel, and purchase intention. A summary of the measurement characteristics of the 
variables is presented in Table 5.1 and 5.2. 
The analysis of the empirically-driven causal model was conducted by a maximum-
likelihood estimation procedure using LISREL VII (Joreskog & Sorbom, 1989). The model 
was tested individually for each of five souvenirs, and model fit and parameter estimates 
were examined separately for each souvenir. In order to avoid collinearity problems due to 
the use of both Materialism value and Hedonism value as an exogenous variable, two 
Table 5.1. Summary Statistics for Purchase Intention and Attitude toward Souvenirs 
Variable Woven Rug Woven Placemat T-Shirt Woven Belt Cushion Cover 
M SD M SD M SD M SD M SD 
Purchase Intention 3.44® 1.86 3.93 1.87 5.39 1.70 4.30 2.07 2.78 1.96 
Attitude toward Aesthetic 5.41 .96 5.40 1.05 5.71 .96 5.74 1.02 4.93 1.32 
Atttude toward Uniqueness 3.85 1.20 3.96 1.19 4.36 1.16 4.66 1.19 4.31 1.20 
Attitude toward Care and Travel 4.92 1.05 5.27 .99 5.68 .97 5.52 1.00 4.83 1.11 
Only cases which did not have missing values for all variables in the model were included in analysis (N=248). 
Thus, the means and the standard deviations for variables were not same as those shown in Table 4.11. 
® Possible value ranges from 1 to 7. 
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Table 5.2. Summary Statistics for Tourism Styles, Travel Motivations, and Exogenous 
Variables 
Variable M SD 
Recreational 3.50  ^ 1.41 
Art and History 5.19 1.12 
Entertainment 4.82 1.22 
Exploration 5.99 .89 
Knowledge of Mexico 4.24 1.96 
Materialism 4.72 1.11 
Hedonism 79.17 14.43 
Interest in Other Cultures 5.76 1.12 
Worid-Mindedness 5.18 1.20 
N=248 
® Possible value ranges from 1 to 7 except for Hedonism whose value ranges from 1 to 99. 
models containing each of the two values were tested separately. As examined in the 
previous chapter, analysis of correlations revealed significant relationships of Materialism 
value and Hedonism value with Entertainment motive. However, when both Materialism 
value and Hedonism value were retained in one model, only Materialism value was found to 
be significantly related to Entertainment motive. Therefore, testing two separate models, 
one containing Materialism value and one with Hedonism value, was considered more 
appropriate in detemiining the effects of each of the two values on endogenous variables. 
Accordingly, a total of 10 separate analyses were perfonned. 
Assessment of Overall Model Fit 
Various measures are available to judge overall fit of the causal model, and among 
those, a chi-square statistic, goodness-of-fit index, adjusted goodness-of-fit index, and root 
mean square residual are most often used. A chi-square statistic measures the difference 
between the sample variance-covariance matrix and the one reproduced through model 
estimation: accordingly, a large chi-square value represents a poor model fit. The chi-
square statistic alone, however, is not adequate for testing model fit, because it increases 
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with sample size. Therefore, when a sample size is ^ irly large, a model can be rejected 
even when the model fits the data well; if the sample size is small, a model can be falsely 
accepted even when it fits the data poorly (Pedhazur, 1982). According to Bagozzi and Yi 
(1988), the chi-square statistic is not a good indicator of fit when N > 200. A chi-square 
statistic is also sensitive to departures from the multivariate normal distribution assumed by 
maximum-likelihood estimation techniques (Joreskog & Sorbom, 1989). 
Other measures of the overall fit of the model such as a goodness-of-fit index (GFI) 
and an adjusted goodness-of-fit index (AGF!) are independent of sample size and 
nonnormality. These are indicators of the extent to which the variance and covariance are 
explained by the model. The AGFI adjusts for the degrees of freedom of a model relative to 
the number of variables, while the GFI does not. Another important indicator is the root 
mean square residual (RMSR), a measure of the average residual variances and 
covariances. Generally, models with good fit are characterized by p value for a chi-square 
test > .05, GFI > .95, AGFI > .90, and RMSR < .05 (Joreskog & Sorbom, 1989). 
The proposed model containing Materialism value resulted in a of 38.07, 38.53, 
33.13, 38.97, 30.07 (d^=21, p=.01, .01, .05, .01, .09) for each of the five souvenirs, i.e., 
woven rug, woven placemat, T-shirt, woven belt, cushion cover. The GFI was .98 for all five 
souvenir items and the AGFI was .91, .91, .92, .91, .93, respectively. In addition, the RMSR 
was less than or equal to .05 for all five souvenirs, indicating a relatively small residual. 
Taken together with those indicators, it was apparent that the fit of the hypothesized model 
to the data was reasonably good. 
Likewise, the results for the proposed model with Hedonism value suggested that 
the model provided a reasonably good fit with the data. The chi-square measure of fit for 
the model was 44.98, 42.26, 41.90,42.73, 38.23 (df=21, p=.00, .00, .00, .00, .01) for each 
of the five souvenirs, respectively. The GFI was .97 for a woven rug, placemat, T-shirt, and 
woven belt and .98 for a cushion cover. The AGFI was .89, .90, .90, .90, and .91 for each 
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of five souvenirs, in addition, tiie model resulted in small residuals with the RMSR of .05 or 
less for all five souvenirs. 
Direct and Indirect Effects among Variables 
Table 5.3, 5.5, 5.7, 5.9, and 5.11 report the direct, indirect, and total effects of the 
proposed model containing Materialism value, and Table 5.4, 5.6, 5.8, 5.10, and 5.12 show 
the decomposition of the effects for the proposed model with Hedonism value. A total effect 
of an independent variable on a dependent variable is composed of its direct and indirect 
effect (Pedhazur, 1982). A direct effect of an independent variable on a dependent variable 
refers to the part of its effect that is not mediated by any other variable in a causal model. 
An indirect effect is the part of the effect of the independent variable that is mediated by at 
least one intervening variable. That is, an indirect effect occurs when the independent 
variable is connected with a dependent variable through a intervening variable. Therefore, 
a significant indirect effect suggests that an appreciation of the intervening variable is 
essential to an understanding of the relationship of the two variables (Bryman & Cramer, 
1994). In the present study, testing of hypotheses involved only direct effects. 
Estimation of the parameters for the direct effects of the models resulted in partial or 
total support for each of the hypothesized relationships. Two models, one including 
Materialism value and one with Hedonism value appeared to be fairiy similar. Interestingly, 
the pattern of the relationships between travel-related variables and attitude toward 
souvenirs was not consistent across the five souvenirs, suggesting the variability of the 
modeled relationships due to difference in souvenir characteristics. 
Overall, analysis of the model revealed a sequence of significant relationships in 
which values and attitude toward other cultures had an impact on travel-related attitude and 
behavior that, in turn, influenced attitude toward a souvenir which then affected tourists' 
intention to purchase the souvenir. Figures H.I through H.10 in Appendix H illustrate 
significant relationships among variables in the model with Materialism value and in the 
model with Hedonism value, separately for each of the five souvenirs. 
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Table 5.3. Decomposition of Direct, Indirect and Total Effects for Woven Rug 
(Model with Materialism) 
Deoendent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .41 ( 7.62)*** - .41 ( 7.62)** 
Attitude toward Uniqueness .17 ( 3.11)** - .17 ( 3.11)" 
Attitude toward Care and Travel .25 ( 4.47)*** - .25 ( 4.47)*  ^
Recreational .11 ( 2.30)* .11 ( 2.30)* -
Art and History .13 ( 2.67)** .13 ( 2.67)** -
Entertainment .18 ( 4.27)*** .18 ( 4.27)*** -
Exploration .14 ( 3.46)*** .14 ( 3.46)*** -
Knowledge of Mexico -.04 (-1.05) -.04 (-1.05) -
Materialism .05 ( 2.21)* .05 ( 2.21)* -
Interest in Other Cultures .06 ( 2.11)* .06 ( 2.11)* -
Worid-Mindedness .01 ( 0.50) .01 ( 0.50) -
R  ^ .38 
Attitude toward Aesthetic 
Recreational .15 ( 1.94) - .15 ( 1.94) 
Art and History .20 ( 2.52)* - .20 ( 2.52)* 
Entertainment .18 ( 2.73)** .10 ( 2.18)* .08 ( 1.01) 
Exploration .19 ( 2.94)** .10 ( 2.10)* .09 ( 1.10) 
Knowledge of Mexico .02 ( .27) - .02 ( .27) 
Materialism .05 ( 1.50) .05 ( 1.50) -
Interest in Other Cultures .08 ( 1.95) .08 ( 1.95) -
Worid-Mindedness .03 ( .90) .03 ( .90) -
R  ^ .12 
Attitude toward Uniaueness 
Recreational .20 ( 2.59)** - .20 ( 2.59)** 
Art and History .14 ( 1.72) - .14 ( 1.72) 
Entertainment .26 ( 4.13)*** .12 ( 2.70)** .14 ( 1.84) 
Exploration .08 ( 1.31) .06 ( 1.28) .03 ( .31) 
Knowledge of Mexico -.14 (-2.26)* - -.14 (-2.26)* 
Materialism .10 ( 3.00)** .10 ( 3.00)** -
Interest in Other Cultures .02 ( .40) .02 ( .40) -
Worid-Mindedness .02 ( .59) .02 ( .59) -
R  ^ .13 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Attitude toward Care and Travel 
Recreational 
Art and History 
Entertainment 
Exploration 
Knowledge of Mexico 
Materialism 
Interest in Other Cultures 
Worid-Mindedness 
.05 ( .59) 
.09 ( 1.09) 
.24 ( 3.79)— 
.20 ( 3.08)-
-.09 (-1.49) 
.05 ( 1.63) 
.12 ( 3.10)-
-.03 ( -.83) 
.03 ( .74) 
.05 ( .98) 
.05 ( 1.63) 
.12 ( 3.10)-
-.03 ( -.83) 
.05 ( .59) 
.09 ( 1.09) 
.20 ( 2.63)-











.34 ( 5.67)— 
-.25 (-3.77)— 
.10 ( 1.49) 
.19 ( 4.89)-* 







R  ^ .42 




Interest in Other Cultures 
Worid-Mindedness 
.08 ( 1.44) 
.57(10.15)— 
-.10 (-1.75) 
.34 ( 5.20)— 
.11 ( 1.64) 
-.02 ( -.41) 
.27 ( 5.78)*-
-.01 ( .33) 
.08 ( 1.44) 
.57(10.15)— 
-.09 (-1.71) 
.08 ( 1.31) 
.12 ( 2.29)* 
R  ^ .45 
Entertainment 
Materialism 
Interest in Other Cultures 
Worid-Mindedness 
.32 ( 5.23)— 
.05 ( .66) 
-.12 (-1.73) 
- .32 ( 5.23)— 
.05 ( .66) 
-.12 (-1.73) 
R  ^ .12 
Exoloration 
Materialism 
Interest in Other Cultures 
Worid-Mindedness 
-.07 (-1.20) 
.46 ( 7.20)— 
-.01 ( -.20) 
-
-.07 (-1.20) 
.46 ( 7.20)— 
-.01 ( -.20) 
R  ^ .21 
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Table 5.4. Decomposition of Direct, Indirect and Total Effects for Woven Rug 
(Model with Hedonism) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aestiietic .41 ( 7.62)^  - .41 ( 7.62)' 
Attitude toward Uniqueness .17 ( 3.11)** - .17 ( 3.11)' 
Attitude toward Care and Travel .25 ( 4.48)^  - .25 ( 4.48)' 
Recreational .17 ( 4.22)^  .17 ( 4.22)*** -
Art and History .11 ( 3.49)*  ^ .11 ( 3.49)*** -
Entertainment .17 ( 4.22)*** .17 ( 4.22)*** -
Exploration .14 ( 3.48)'^  .14 ( 3.48)*** -
Knowledge of Mexico -.04 (-1.05) -.04 (-1.05) -
Hedonism .04 ( 1.95) .04 ( 1.95) -
Interest in Otiier Cultures .06 ( 2.07)* .06 ( 2.07)* -
Worid-Mindedness .01 ( 0.32) .01 ( 0.32) -
R  ^ .38 
Attitude toward Aesthetic 
Recreational .15 ( 1.93) - .15 ( 1.93) 
Art and History .20 ( 2.52)* - .20 ( 2.52y 
Entertainment .17 ( 2.73)** .09 ( 2.00)* .08 ( 1.01) 
Exploration .19 ( 2.98)** .10 ( 2.00)* .09 ( 1.10) 
Knowledge of Mexico .02 ( .27) - .02 ( .27) 
Hedonism .04 ( 1.65) .04 ( 1.65) -
Interest in Other Cultures .08 ( 1.85) .08 ( 1.85) -
Worid-Mindedness .03 ( .77) .03 ( .77) -
R  ^ .12 
Attitude toward Uniaueness 
Recreational .20 ( 2.59)** - .20 ( 2.59)' 
Art and History .14 ( 1.72) - .14 ( 1.72) 
Entertainment .26 ( 4.19)*** .12 ( 2.61)* .14 ( 1.84) 
Exploration .09 ( 1.33) .06 ( 1.22) .03 ( .31) 
Knowledge of Mexico -.14 (-2.26)* - -.14 (-2.26)' 
Hedonism .07 ( 2.56)* .07 ( 2.56)* -
Interest in Other Cultures .01 ( .34) .01 ( .34) -
Worid-Mindedness .01 ( .33) .01 ( .33) -
R  ^ .14 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Table 5.4. (Continued) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Attitude toward Care and Travel 
Recreational .05 ( .59) - .05 ( .59) 
Art and History .09 ( 1.09) - .09 ( 1.09) 
Entertainment .23 ( 3.74)*  ^ .03 ( .67) .20 ( 2.63)** 
Exploration .20 ( 3.09)** .05 ( .98) .15 ( 1.84) 
Knowledge of Mexico -.09 (-1.49) - -.09 (-1.49) 
Hedonism .04 ( 1.42) .04 ( 1.42) -
Interest in Other Cultures .10 ( 2.43)^  .10 ( 2.43)* -
Worid-Mindedness -.02 ( -.57) -.02 ( -.57) -
.12 
Recreational 
Entertainment .59 (11.25)*  ^ - .59 (11.25)*** 
Exploration -.10 (-1.75) - -.10 (-1.75) 
Hedonism .22 ( 3.61)*  ^ .11 ( 2.97)** .11 ( 2.18)* 
Interest In Other Cultures -.25 (-3.67)*  ^ -.02 ( -.44) -.23 (-3.76)*** 
Worid-Mindedness .07 ( 1.06) -.09 ( 2.07)* .16 ( 2.82)** 
R  ^ .41 
Art and Historv 
Entertainment .04 ( .70) - .04 ( .70) 
Exploration .59 (10.52)*" - .59 (10.52)*** 
Hedonism .01 ( .19) -.03 ( -.94) .05 ( .92) 
Interest in Other Cultures .34 ( 5.12)*** .27 ( 5.96)*** .06 ( 1.07) 
Worid-Mindedness .12 ( 1.86) -.01 ( -.28) .13 ( 2.45)* 
R  ^ .45 
Entertainment 
Hedonism .18 ( 2.84)** - .18 ( 2.84)** 
Interest in Other Cultures .04 ( .61) - .04 ( .61) 
Worid-Mindedness -.15 (-2.07)* - -.15 (-2.07)* 
R  ^ .05 
Exoloration 
Hedonism -.07 (-1.20) - -.07 (-1.20) 
Interest in Other Cultures .47 ( 7.23)*** - .47 ( 7.23)*** 
Worid-Mindedness -.01 ( -.15) - -.01 ( -.15) 
R  ^ .21 
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Table 5.5. Decomposition of Direct. Indirect and Total Effects for Woven Placemat 
(Model with Materialism) 
Deoendent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .51 ( 9.58)*  ^ - .51 ( 9.58)* 
Attitude toward Uniqueness .27 ( 5.07)*** - .27 ( 5.07)* 
Attitude toward Care and Travel .06 ( 1.10) - .06 ( 1.10) 
Recreational .06 ( 1.08) .06 ( 1.08) -
Art and History .13 ( 2.29)' .13 ( 2.29)* -
Entertainment .17 ( 3.73)*** .17 ( 3.73)*** -
Exploration .14 ( 3.13)** .14 ( 3.13)** -
Knowledge of Mexico .02 ( .47) .02 ( .47) -
Materialism .04 ( 1.78) .04 ( 1.78) -
Interest in Other Cultures .07 ( 2.41)* .07 ( 2.41)* -
Worid-Mindedness .00 ( .19) .00 ( .19) -
.47 
Attitude toward Aesthetic 
Recreational .06 ( .80) - .06 ( .80) 
Art and History .18 ( 2.20)* - .18 ( 2.20)* 
Entertainment .13 ( 2.05)* .05 ( 1.09) .08 ( 1.05) 
Exploration .19 ( 2.91)** .10 ( 2.00)* .09 ( 1.13) 
Knowledge of Mexico .09 ( 1.36) - .09 ( 1.36) 
Materialism .02 ( .73) .02 ( .73) -
Interest in Other Cultures .09 ( 2.45)* .09 ( 2.45)* -
Worid-Mindedpess .02 ( .62) .02 ( .62) -
R  ^ .10 
Attitude toward Uniaueness 
Recreational .09 ( 1.17) - .09 ( 1.17) 
Art and History .13 ( 1.67) - .13 ( 1.67) 
Entertainment .33 ( 5.31)*** .06 ( 1.36) .27 ( 3.53)* 
Exploration .11 ( 1.73) .07 ( 1.46) .04 ( .53) 
Knowledge of Mexico -.07 (-1.36) - -.07 (-1.36) 
Materialism .10 ( 3.30)** .10 ( 3.30)** -
Interest in Other Cultures .06 ( 1.47) .06 ( 1.47) -
Worid-Mindedness .06 ( 1.10) .06 ( 1.10) -
R  ^ .15 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Attitude toward Care and Travel 
Recreational 
Art and History 
Entertainment 
Exploration 
Knowledge of Mexico 
Materialism 
Interest in Other Cultures 
Worid-Mindedness 
.01 ( .17) 
-.01 ( -.10) 
.21 ( 3.42)*** 
.25 ( 4.03)*** 
-.08 (-1.24) 
.05 ( 1.63) 
.12 ( 3.10)" 
-.03 ( -.83) 
.01 ( .16) 
-.01 ( -.13) 
.05 ( 1.63) 
.12 ( 3.10)" 
-.03 ( -.83) 
.01 ( .17) 
-.01 ( -.10) 
.21 ( 2.67)" 











.34 ( 5.60)"* 
-.24 (-3.57)*** 
.10 ( 1.42) 
.19 ( 4.89)*" 




.15 ( 2.85)" 
-.22 (-3.68)*" 
.16 ( 2.85)" 
R  ^ .42 




Interest in Other Cultures 
Worid-Mindedness 
.08 ( 1.47) 
.57 (10.16)*" 
-.10 (-1.73) 
.34 ( 5.14)*" 
.11 ( 1.70) 
-.02 ( -.41) 
.27 ( 5.78)*" 
-.01 ( .33) 
.08 ( 1.47) 
.57 (10.16)*" 
-.09 (-1.66) 
.07 ( 1.24) 
.13 ( 2.30)* 
R  ^ .45 
Entertainment 
Materialism 
Interest in Other Cultures 
Worid-Mindedness 
.32 ( 5.18)*" 
.05 ( .68) 
-.11 (-1.67) 
- .32 ( 5.18)*" 
.05 ( .68) 
-.11 (-1.67) 
R  ^ .12 
Exoloration 
Materialism 
Interest in Other Cultures 
Worid-Mindedness 
-.07 (-1.24) 
.46 ( 7.21)*" 
-.01 ( -.12) 
- -.07 (-1.24) 
.46 ( 7.21)*" 
-.01 ( -.12) 
R  ^ .22 
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Table 5.6. Decomposition of Direct, Indirect and Total Effects for Woven Placemat 
(Model with Hedonism) 
Deoendent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .51 ( 9.58)*** - .51 ( 9.58)^  
Attitude toward Uniqueness .27 ( 5.08)*** - .27 ( 5.08)' 
Attitude toward Care and Travel .06 ( 1.10) - .06 ( 1.10) 
Recreational .06 ( 1.08) .06 ( 1.08) -
Art and History .13 ( 2.29)* .13 ( 2.29)* -
Entertainment .17 ( 3.67)^  .17 ( 3.67)*** -
Exploration .14 ( 3.18)** .14 ( 3.18)** -
Knowledge of Mexico .02 ( .47) .02 ( .47) -
Hedonism .03 ( 1.63) .03 ( 1.63) -
Interest In Other Cultures .07 ( 2.38)* .07 ( 2.38)* -
World-Mindedness .00 ( .05) .00 ( .05) -
.38 
Attitude toward Aesthetic 
Recreational .06 ( .80) - .06 ( .80) 
Art and History .18 ( 2.20)* - .18 ( 2.20)* 
Entertainment .13 ( 2.00)* .04 ( .91) .08 ( 1.05) 
Exploration .19 ( 2.95)** .10 ( 1.98)* .09 ( 1.13) 
Knowledge of Mexico .09 ( 1.36) - .09 ( 1.36) 
Hedonism .02 ( 1.00) .02 ( 1.00) -
Interest in Other Cultures .09 ( 2.42)* .09 ( 2.42)* -
Worid-Mindedness .02 ( .56) .02 ( .56) -
R  ^ .12 
Attitude toward Uniaueness 
Recreational .09 ( 1.17) - .09 ( 1.17) 
Art and History .13 ( 1.67) - .13 ( 1.67) 
Entertainment .33 ( 5.34)*** .06 ( 1.26) .27 ( 3.53)* 
Exploration .11 ( 1.76) .07 ( 1.42) .04 ( .53) 
Knowledge of Mexico -.07 (-1.12) - -.07 (-1.12) 
Hedonism .07 ( 2.28)* .07 ( 2.28)* -
Interest in Other Cultures .06 ( 1.31) .06 ( 1.31) -
Worid-Mindedness -.02 ( -.50) -.02 ( -.50) -
R  ^ .14 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Attitude toward Care and Travel 
Recreational 
Art and History 
Entertainment 
Exploration 
Knowledge of Mexico 
Hedonism 
Interest in Other Cultures 
Worid-Mindedness 
.01 ( .17) 
-.01 ( -.10) 
.21 ( 3.44)"* 
.25 ( 4.02)*** 
-.08 (-1.24) 
.02 ( .78) 
.12 ( 3.02)** 
-.03 (-1.00) 
.01 ( .16) 
-.01 ( -.13) 
.02 ( .78) 
.12 ( 3.02)** 
-.03 (-1.00) 
.01 ( .17) 
-.01 ( -.10) 
.21 ( 2.67)** 











.22 ( 3.60)*** 
-.24 (-3.51)*** 
.07 ( .99) 
.11 ( 2.97)** 
-.02 ( -.39) 
-.08 ( 2.00)* 
.59 (11.37)*** 
-.10 (-1.72) 
.11 ( 2.17)** 
-.22 (-3.64)*** 
.15 ( 2.72)** 
R  ^ .41 




Interest in Other Cultures 
Worid-Mindedness 
.04 ( .75) 
.59 (10.53)*** 
.01 ( .20) 
.33 ( 5.06)*** 
.13 ( 1.91) 
-.04 ( -.97) 
.28 ( 5.98)*** 
-.01 ( -.21) 
.04 ( .75) 
.59 (10.53)*** 
.05 ( .94) 
.06 ( .99) 
.13 ( 2.46)* 
R  ^ .45 
Entertainment 
Hedonism 
Interest in Other Cultures 
Worid-Mindedness 
.18 ( 2.81)** 
.05 ( .65) 
-.14 (-2.01)* 
-
.18 ( 2.81)** 
.05 ( .65) 
-.14 (-2.01)* 
R  ^ .05 
Exoloration 
Hedonism 
Interest in Other Cultures 
Worid-Mindedness 
-.07 (-1.23) 
.46 ( 7.23)*** 
-.00 ( -.06) 
- -.07 (-1.23) 
.46 ( 7.23)*** 
-.00 ( -.06) 
R  ^ .21 
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Table 5.7. Decomposition of Direct, Indirect and Total Effects for T-Shirt 
(Model with Materialism) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .41 ( 6.85)*" - .41 ( 6.85)* 
Attitude toward Uniqueness .15 ( 2.46r - .15 ( 2.46)* 
Attitude toward Care and Travel .10 ( 1.64) - .10 ( 1.64) 
Recreational .05 ( 1.28) .05 ( 1.28) -
Art and History .15 ( 2.46)* .15 ( 2.46)* -
Entertainment .12 ( 3.68)*** .12 ( 3.68)*** -
Exploration .11 ( 3.17)** .11 ( 3.17)** -
Knowledge of Mexico -.03 (-1.00) -.03 (-1.00) -
Materialism .03 ( 1.72) .03 ( 1.72) -
Interest in Otiier Cultures .05 ( 2.36)* .05 ( 2.36)* -
Worid-Mindedness .00 ( .06) .00 ( .06) -
.27 
Attitude toward Aesthetic 
Recreational .11 (1.35) - .11 ( 1.35) 
Art and History .16 ( 1.94) - .16 ( 1.94) 
Entertainment .13 ( 2.06)* .07 ( 1.55) .06 ( .79) 
Exploration .19 ( 2.86)** .08 ( 1.66) .11 ( 1.31) 
Knowledge of Mexico .01 ( .22) - .01 ( .22) 
Materialism .03 ( .97) .03 ( .97) -
Interest in Other Cultures .08 ( 2.08)* .08 ( 2.08)* -
Worid-Mindedness .02 ( .65) .02 ( .65) -
R  ^ .08 
Attitude toward Unioueness 
Recreational .03 ( .45) - .03 ( .45) 
Art and History .09 ( 1.19) - .09 ( 1.19) 
Entertainment .35 ( 5.90)*** .03 ( .62) .33 ( 4.40)*  ^
Exploration .08 ( 1.27) .05 ( 1.09) .03 ( •37) 
Knowledge of Mexico -.17 (-2.78)* - -.17 (-2.78)* 
Materialism .10 ( 3.09)** .10 ( 3.09)** -
Interest in Other Cultures .05 ( 1.24) .05 ( 1.24) -
Worid-Mindedness -.03 ( .87) -.03 ( .87) -
R  ^ .17 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Table 5.7. (Continued) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Attitude toward Care and Travel 
Recreational .02 ( .31) - .02 ( .31) 
Art and History -.02 ( -.23) - -.02 ( -.23) 
Entertainment .19 ( 3.08)** .01 ( .02) .18 ( 2.35)* 
Exploration .25 ( 3.95)*** -.01 ( -.02) .26 ( 3.20)** 
Knowledge of Mexico -.16 (-2.51)* - -.16 (-2.51)* 
Materialism .05 ( 1.52) .05 ( 1.52) -
Interest in Other Cultures .12 ( 2.90)** .12 ( 2.90)** -
World-Mindedness -.03 ( -.86) -.03 ( -.86) -
.13 
Recreational 
Entertainment .56 (10.28)*** - .56 (10.28)**  ^
Exploration -.09 (-1.59) - -.09 (-1.59) 
Materialism .33 ( 5.47)*** .18 ( 4.74)*** .15 ( 2.78)** 
Interest in Other Cultures -.25 (-3.82)*** -.02 ( -.40) -.23 (-3.95)** 
Worid-Mindedness .09 ( 1.40) -.07 ( -1.74) .16 ( 2.87)** 
R  ^ .42 
Art and Historv 
Entertainment .08 ( 1.43) - .08 ( 1.43) 
Exploration .57 (10.17)*** - .57(10.17)** 
Materialism -.11 (-1.81) -.02 ( -.44) -.09 (-1.74) 
Interest in Other Cultures .34 ( 5.25)*** .26 ( 5.87)*** .08 ( 1.31) 
Worid-Mindedness .11 ( 1.59) -.02 ( -.44) .12 ( 2.26)* 
R  ^ .45 
Entertainment 
Materialism .31 ( 5.10)*** - .31 ( 5.10)** 
Interest in Other Cultures .04 ( .64) - .04 ( .64) 
Worid-Mindedness -.12 (-1.78) - -.12 (-1.78) 
R  ^ .12 
Exoloration 
Materialism -.07 (-1.22) - -.07 (-1.22) 
Interest in Other Cultures .46 ( 7.21)*** - .46 ( 7.21)** 
Worid-Mindedness -.01 ( -.22) - -.01 ( -.22) 
R  ^ .21 
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Table 5.8. Decomposition of Direct, Indirect and Total Effects for T-Shirt 
(Model with Hedonism) 
Deoendent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .41 ( 6.85)*** - .41 ( 6.85)*  ^
Attitude toward Uniqueness .15 ( 2.46)* - .15 ( 2.46)* 
Attitude toward Care and Travel .10 ( 1.64) - .10 ( 1.64) 
Recreational .05 ( 1.28) .05 ( 1.28) -
Art and History .08 ( 1.81) .08 ( 1.81) -
Entertainment .12 ( 3.42)*** .12 ( 3.42)*** -
Exploration .12 ( 3.19)** .12 ( 3.19)** -
Knowledge of Mexico -.03 (-1.00) -.03 (-1.00) -
Hedonism .02 ( 1.47) .02 ( 1.47) -
Interest in Other Cultures .05 ( 2.22)* .05 ( 2.22)* -
Worid-Mindedness -.00 ( -.12) -.00 ( -.12) -
.27 
Attitude toward Aesthetic 
Recreational .11 ( 1.35) - .11 ( 1.35) 
Art and History .16 ( 1.94) - .16 ( 1.94) 
Entertainment .13 ( 2.02)* .07 ( 1.43) .06 ( .79) 
Exploration .19 ( 2.91)** .08 ( 1.64) .11 ( 1.31) 
Knowledge of Mexico .01 ( .22) - .01 ( .22) 
Hedonism .03 ( 1.17) .03 ( 1.17) -
Interest in Other Cultures .08 ( 2.05)* .08 ( 2.05)* -
Worid-Mindedness .02 ( .59) .02 ( .59) -
R  ^ .08 
Attitude toward Unioueness 
Recreational .03 ( .45) - .03 ( .45) 
Art and History .09 ( 1.19) - .09 ( 1.19) 
Entertainment .35 ( 5.85)*** .02 ( .05) .33 ( 4.40)** 
Exploration .08 ( 1.29) .05 ( 1.09) .03 ( .37) 
Knowledge of Mexico -.17 (-2.78)* - -.17 (-2.78)* 
Hedonism .06 ( 2.25)* .06 ( 2.25)* -
Interest in Other Cultures .05 ( 1.16) .05 ( 1.16) -
Worid-Mindedness -.04 (-1.16) -.04 (-1.16) -
R  ^ .17 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Table 5.8. (Continued) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Attitude toward Care and Travel 
Recreational 
Art and History 
Entertainment 
Exploration 
Knowledge of Mexico 
Hedonism 
Interest in Other Cultures 
Worid-Mindedness 
.02 ( .31) 
-.02 ( -.23) 
.19 ( 3.11)" 
.25 ( 3.94)"* 
-.16 (-2.50) 
.02 ( .69) 
.12 ( 2.90)" 
-.03 (-1.07) 
.01 ( .29) 
-.01 ( -.28) 
.02 ( .69) 
.12 ( 2.90)" 
-.03 (-1.07) 
.02 ( .31) 
-.02 ( -.23) 
.18 ( 2.35)" 











.22 ( 3.47)*" 
-.26 (-3.72)*" 
.07 ( .94) 
.11 ( 2.87)" 
-.02 ( -.48) 
-.09 ( 2.15) 
.59 (11.20)**  ^
-.10 (-1.76) 
.11 ( 2.09)* 
-.23 (-3.81)**' 
.15 ( 2.72)" 
R  ^ .41 




Interest in Other Cultures 
World-Mindedhess 
.04 ( .70) 
.59 (10.54)*" 
.01 ( .17) 
.34 ( 5.11)*" 
.12 ( 1.85) 
-.04 ( -.97) 
.27 ( 5.96)*" 
-.01 ( -.28) 
.04 ( .70) 
.59 (10.54)**" 
.05 ( .91) 
.06 ( 1.07) 
.13 ( 2.44)* 
R  ^ .45 
Entertainment 
Hedonism 
Interest in Other Cultures 
Worid-Mindedness 
.17 ( 2.74)" 
.04 ( .58) 
-.15 (-2.15)* 
- .17 ( 2.74)" 
.04 ( .58) 
-.15 (-2.15)* 
R  ^ .05 
Exoloration 
Hedonism 
Interest in Other Cultures 
Worid-Mindedness 
-.07 (-1.22) 
.46 ( 7.24)*" 
-.01 ( -.16) 
- -.07 (-1.22) 
.46 ( 7.24)*" 
-.01 ( -.16) 
R  ^ .21 
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Table 5.9. Decomposition of Direct, indirect and Total Effects for Woven Belt 
(Model with Materialism) 
Deoendent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .48 ( 8.18)*** - .48 ( 8.18)*  ^
Attitude toward Uniqueness .17 ( 2.85)** - .17 ( 2.85)*  ^
Attitude toward Care and Travel .01 ( .17) - .01 ( .17) 
Recreational .07 ( 1.64) .07 ( 1.64) -
Art and History .07 ( 1.53) .07 ( 1.53) -
Entertainment .12 ( 3.10)** .12 ( 3.10)** -
Exploration .17 ( 4.25)*** .17 ( 4.25)*** -
Knowledge of Mexico .04 ( .97) .04 ( .97) -
Materialism .03 ( 1.60) .03 ( 1.60) -
Interest in Other Cultures .07 ( 2.92)** .07 ( 2.92)** -
Worid-Mindedness .00 ( .16) .00 ( .16) -
.33 
Attitude toward Aesthetic 
Recreational .11 ( 1.50) - .11 ( 1.50) 
Art and History .14 ( 1.84) - .14 ( 1.84) 
Entertainment .13 ( 2.16)* .07 ( 1.67) .06 ( .79) 
Exploration .29 ( 4.63)*** .07 ( 1.57) .22 ( 2.73)*  ^
Knowledge of Mexico .11 ( 1.83) - .11 ( 1.83) 
Materialism .03 ( .84) .03 ( .84) -
interest in Other Cultures .13 ( 3.13)** .13 ( 3.13)** -
Worid-Mindedness .02 ( .57) .02 ( .57) -
R  ^ .16 
Attitude toward Unioueness 
Recreational .09 ( 1.16) - .09 ( 1.16) 
Art and History .00 ( -.00) - .00 ( -.00) 
Entertainment .33 ( 5.36)*** .05 ( 1.14) .28 ( 3.72)*  ^
Exploration .16 ( 2.58)* -.01 ( -.18) .17 ( 2.09)* 
Knowledge of Mexico -.10 (-1.71) - -.10 (-1.71) 
Materialism .11 ( 3.12)** .11 ( 3.12)** -
Interest in Other Cultures .07 ( 1.60) .07 ( 1.60) -
Worid-Mindedness -.03 ( -.88) -.03 ( -.88) -
R  ^ .16 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
Table 5.9. (Continued) 
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Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Attitude toward Care and Travel 
Recreational .01 ( .18) - .01 ( .18) 
Art and History .05 ( .57) - .05 ( .57) 
Entertainment .22 ( 3.66)*** .01 ( .26) .21 ( 2.79)** 
Exploration .27 ( 4.21)*** .03 ( .54) .24 ( 2.96)** 
Knowledge of Mexico -.08 (-1.25) - -.08 (-1.25) 
Materialism .05 ( 1.55) .05 ( 1.55) -
Interest in Other Cultures .13 ( 3.22)** .13 ( 3.22)** -
Worid-Mindedness -.02 ( -.71) -.02 ( -.71) -
R  ^ .14 
Recreational 
Entertainment .56 (10.23)*** - .56(10.23)**' 
Exploration -.09 (-1.54) - -.09 (-1.54) 
Materialism .34 ( 5.60)*** .18 ( 4.76)*** .16 ( 2.92)** 
Interest in Other Cultures -.25 (-3.82)*** -.02 ( -.42) -.23 (-3.83)** 
Worid-Mindedness .10 ( 1.44) -.07 ( 1.84) .16 ( 2.92)** 
R  ^ .42 
Art and History 
Entertainment .07 ( 1.38) - .07 ( 1.38) 
Exploration .57(10.19)*** - .57(10.19)**  ^
Materialism -.10 (-1.75) -.01 ( -.36) -.09 (-1.74) 
Interest in Other Cultures .34 ( 5.25)*** .27 ( 5.80)*** .07 ( 1.26) 
Worid-Mindedness .11 ( 1.62) -.01 ( -.36) .12 ( 2.23)* 
R  ^ .45 
Entertainment 
Materialism .32 ( 5.16)*** - .32 ( 5.16)**  ^
Interest in Other Cultures .04 ( .59) - .04 ( .59) 
Worid-Mindedness -.12 (-1.82) - -.12 (-1.82) 
R  ^ .12 
Exoloration 
Materialism -.07 (-1.12) - -.07 (-1.12) 
Interest in Other Cultures .46 ( 7.29)*** - .46 ( 7.29)**  ^
Worid-Mindedness -.01 ( -.13) - -.01 ( -.13) 
.22 
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Table 5.10. Decomposition of Direct, Indirect and Total Effects for Woven Belt 
(Model with Hedonism) 
Deoendent Variable Total Indirect Direct 
independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .48 ( 8.18)**  ^ - .48 ( 8.18)*' 
Attitude toward Uniqueness .17 ( 2.85)** - .17 ( 2.85)*  ^
Attitude toward Care and Travel .01 ( .17) - .01 ( .17) 
Recreational .07 ( 1.64) .07 ( 1.64) -
Art and History .07 ( 1.53) .07 ( 1.53) -
Entertainment .12 ( 3.10)** .12 ( 3.10)** -
Exploration .17 ( 4.28)*** .17 ( 4.28)*** -
Knowledge of Mexico .04 ( .97) .04 ( .97) -
Hedonism .02 ( 1.24) .02 ( 1.24) -
Interest in Other Cultures .07 ( 2.77)** .07 ( 2.77)** -
World-Mindedness .00 ( .00) .00 ( .00) -
.33 
Attitude toward Aesthetic 
Recreational .11 ( 1.50) - .11 ( 1.50) 
Art and History .14 ( 1.84) - .14 ( 1.84) 
Entertainment .13 ( 2.13)* .07 ( 1.56) .06 ( .79) 
Exploration .29 ( 4.65)*** .07 ( 1.54) .22 ( 2.73)*  ^
Knowledge of Mexico .11 ( 1.83) - .11 ( 1.83) 
Hedonism .02 ( .81) .02 ( .81) -
Interest in Other Cultures .12 ( 3.02)** .12 ( 3.02)** -
World-Mindedness .02 ( .50) .02 ( .50) -
R  ^ .16 
Attitude toward Uniaueness 
Recreational .09 ( 1.16) - .09 ( 1.16) 
Art and History .00 ( -.00) - .00 ( -.00) 
Entertainment .33 ( 5.39)**" .05 ( 1.14) .28 ( 3.72)*  ^
Exploration .16 ( 2.56)* -.01 ( .20) .17 ( 2.09)* 
Knowledge of Mexico -.10 (-1.70) - -.10 (-1.70) 
Hedonism .06 ( 2.00)* .06 ( 2.00)* -
Interest in Other Cultures .07 ( 1.57) .07 ( 1.57) -
World-Mindedness -.04 (-1.15) -.04 ( -1.15) -
R  ^ .16 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Attitude toward Care and Travel 
Recreational 
Art and History 
Entertainment 
Exploration 
Knowledge of Mexico 
Hedonism 
interest in Other Cultures 
World-Mindedness 
.01 ( .18) 
.05 ( .57) 
.22( 3.62)*** 
.27 ( 4.22)*** 
-.08 (-1.25) 
.03 ( .89) 
.13 ( 3.22)** 
-.03 ( -.87) 
.01 ( .20) 
.03 ( .53) 
.03 ( .89) 
.13 ( 3.22)** 
-.03 ( -.87) 
.01 ( .18) 
.05 ( .57) 
.21 ( 2.79)** 











.22 ( 3.61)*** 
-.26 (-3.78)*** 
.07 ( .99) 
.11 ( 2.95)** 




.11 ( 2.19)* 
-.23 (-3.79)*** 
.16 ( 2.77)** 
R  ^ .41 




Interest in Other Cultures 
World-Mindedness 
.03 ( .63) 
.59 (10.55)*** 
.01 ( .19) 
.34 ( 5.11)*** 
.12 ( 1.86) 
-.04 ( -.97) 
.28 ( 6.02)*** 
-.01 ( -.21) 
.03 ( .63) 
.59 (10.55)*** 
.05 ( .93) 
.06 ( 1.01) 
.13 ( 2.40)* 
R  ^ .45 
Entertainment 
Hedonism 
Interest in Other Cultures 
World-Mindedness 
.18 ( 2.84)** 
.04 ( .53) 
-.15 (-2.18)* 
-
.18 ( 2.84)** 
.04 ( .53) 
-.15 (-2.18)* 
R  ^ .06 
ExDioration 
Hedonism 
Interest in Other Cultures 
World-Mindedness 
-.07 (-1.19) 
.47 ( 7.32)*** 
-.01 ( -.07) 
- -.07 (-1.19) 
.47 ( 7.32)*** 
-.01 ( -.07) 
R  ^ .22 
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Table 5.11. Decomposition of Direct, Indirect and Total Effects for Cushion Cover 
(Model with Materialism) 
Deoendent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .48 ( 9.11)*** - .48 ( 9.11)" 
Attitude toward Uniqueness .15 ( 2.77)** - .15 ( 2.77)* 
Attitude toward Care and Travel .24 ( 4.55)*** - .24 ( 4.55)* 
Recreational .04 ( .72) .04 ( .72) -
Art and History •12( 2.11)* .12 ( 2.11)* -
Entertainment .12( 2.61)** .12 ( 2.61)** -
Exploration -18 ( 3.72)*** .18 ( 3.72)*** -
Knowledge of Mexico -.03 ( -.70) -.03 ( -.70) -
Materialism .02 ( 1.04) .02 ( 1.04) -
Interest in Other Cultures .09 ( 3.10)** .09 ( 3.10)** -
Worid-Mindedness .00 ( .14) .00 ( .14) -
.49 
Attitude toward Aesthetic 
Recreational .03 ( .38) - .03 ( .38) 
Art and History .18 ( 2.22)* - .18 ( 2.22)* 
Entertainment -07 ( 1.13) .03 ( .66) .05 ( .61) 
Exploration .19 ( 2.85)** .10 ( 2.04)* .09 ( 1.06) 
Knowledge of Mexico -.00 ( -.01) - -.00 ( -.01) 
Materialism .00 ( •07) .00 ( .07) -
Interest in Other Cultures .10( 2.63)** .10 ( 2.63)** -
World-Mindedness .02 ( .60) .02 ( .60) -
R  ^ .07 
Attitude toward Uniaueness 
Recreational .11 ( 1.45) - .11 ( 1.45) 
Art and History •07 ( .89) - .07 ( .89) 
Entertainment .27 ( 4.32)*** .07 ( 1.55) .20 ( 2.68)* 
Exploration .19( 2.91)** .03 ( .61) .16 ( 1.95) 
Knowledge of Mexico -.06 ( -.89) - -.06 ( -.89) 
Materialism .09 ( 2.64)** .09 ( 2.64)** -
Interest in Other Cultures .08 ( 1.98) .08 ( 1.98) -
World-Mindedness -.01 ( -.33) -.01 ( -.33) -
R  ^ .13 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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Table 5.11. (Continued) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Attitude toward Care and Travel 
Recreational .03 ( .41) - .03 ( .41) 
Art and History .09 ( 1.07) - .09 ( 1.07) 
Entertainment .18 ( 2.83)** .02 ( .53) .16 ( 2.01)* 
Exploration .24 ( 3.73)*** .04 ( .96) .20 ( 2.37)* 
Knowledge of Mexico -.09 (-1.48) - -.09 (-1.48) 
Materialism .04 ( 1.32) .04 ( 1.32) -
Interest in Other Cultures .12 ( 3.05)** .12 ( 3.05)** -
Worid-Mindedness -.01 ( -.36) -.01 ( -.36) -
.11 
Recreational 
Entertainment .56 (10.09)*** - .56 (10.09)*  ^
Exploration -.10 (-1.80) - -.10 (-1.80) 
Materialism .34 ( 5.70)*** .18 ( 4.82)*** .16 ( 2.98)*  ^
Interest in Other Cultures -.25 (-3.80)*** -.03 ( -.58) -.23 (-3.65)*' 
Worid-Mindedness .09 ( 1.42) -.07 (-1.84) .16 ( 2.89)*  ^
R  ^ .42 
Art and Historv 
Entertainment .07 ( 1.36) - .07 ( 1.36) 
Exploration .56 ( 9.90)*** - .56 ( 9.90)** 
Materialism -.10 (-1.69) -.01 ( -.26) -.09 (-1.72) 
Interest in Other Cultures .35 ( 5.35)*** .27 ( 5.91)*** .08 ( 1.26) 
Worid-Mindedness .11 ( 1.61) -.02 ( -.42) .12 ( 2.23)* 
R  ^ .44 
Entertainment 
Materialism .32 ( 5.27)*** - .32 ( 5.27)** 
Interest in Other Cultures .04 ( .64) - .04 ( .64) 
Worid-Mindedness -.13 (-1.86) - -.13 (-1.86) 
R  ^ .13 
Exoloration 
Materialism -.06 (-1.03) - -.06 (-1.03) 
Interest in Other Cultures .48 ( 7.57)*** - .48 ( 7.57)** 
Worid-Mindedness -.01 ( -.18) - -.01 ( -.18) 
R  ^ .23 
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Table 5.12. Decomposition of Direct. Indirect and Total Effects for Cushion Cover 
(Model with Hedonism) 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
Purchase Intention 
Attitude toward Aesthetic .48 ( 9.11)*** - .48 ( 9.11)' 
Attitude toward Uniqueness .15 ( 2.77)** - .15 ( 2.77)* 
Attitude toward Care and Travel .24 ( 4.55)*** - .24 ( 4.55)' 
Recreational .04 ( •72) .04 ( .72) -
Art and History .12 ( 2.11)* -12 ( 2.11)* -
Entertainment .12 ( 2.60)** .12 ( 2.60)** -
Exploration .18 ( 3.79)*** .18 ( 3.79)*** -
Knowledge of Mexico -.03 ( -.70) -.03 ( -.70) -
Hedonism .02 ( .84) .02 ( .84) -
Interest in Other Cultures .09 ( 3.07)** .09 ( 3.07)** -
Worid-Mindedness .00 ( .10) .00 ( .10) -
.49 
Attitude toward Aesthetic 
Recreational .03 ( .38) - .03 ( .38) 
Art and History .18 ( 2.22)* - .18( 2.22)' 
Entertainment .07 ( 1.11) .02 ( .50) .05 ( .61) 
Exploration •19( 2.89)** .10 ( 2.08)* .09 ( 1.06) 
Knowledge of Mexico -.00 ( -.01) - -.00 ( -.01) 
Hedonism .01 ( •41) .01 ( .41) -
Interest in Other Cultures .10 ( 2.56)* .10 ( 2.56)* -
Worid-Mindedness .02 ( .60) .02 ( .60) -
R  ^ .07 
Attitude toward Unioueness 
Recreational .11 ( 1.45) - .11 ( 1.45) 
Art and History .07 ( .89) - .07 ( .89) 
Entertainment .27 ( 4.34)*** •07 ( 1.50) .20 ( 2.68)* 
Exploration .19 ( 2.97)** .03 ( .60) .16 ( 1.95) 
Knowledge of Mexico -.06 ( -.89) - -.06 ( -.89) 
Hedonism .05 ( 1.78) .05 ( 1.78) -
Interest in Other Cultures .08 ( 1.93) .08 ( 1.93) -
Worid-Mindedness -.02 ( -.58) -.02 ( -.58) -
R  ^ .13 
* Significant at .05 level; ** Significant at .01 level; Significant at .001 level 
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Attitude toward Care and Travel 
Recreational 
Art and History 
Entertainment 
Exploration 
Knowledge of Mexico 
Hedonism 
Interest in Other Cultures 
World-Mindedness 
.03 ( .41) 
.09 ( 1.07) 
.18 ( 2.84)** 
.24 ( Z.TTT* 
-.09 (-1.48) 
.02 ( .80) 
.12 ( 3.05)* 
-.01 ( -.48) 
.02 ( .47) 
.05 ( .96) 
.02 ( .80) 
.12 ( 3.05)* 
-.01 ( -.48) 
.03 ( .41) 
.09 ( 1.07) 
.16 ( 2.01)* 











.22 ( 3.58)*** 
-.26 (-3.71)*** 
.07 ( .94) 
.11 ( 2.92)** 
-.03 ( -.63) 
-.09 ( 2.20) 
.58 (11.06)*** 
-.11 (-1.92) 
.11 ( 2.15)* 
-.23 (-3.62)*** 
.16 ( 2.74)** 
R  ^ .41 




Interest in Other Cultures 
World-Mindedness 
.03 ( .62) 
.58 (10.21)*** 
.01 ( .12) 
.34 ( 5.21)*** 
.12 ( 1.83) 
-.04 (-1.11) 
.28 ( 6.13)*** 
-.01 ( -.29) 
.03 ( .62) 
.58 (10.21)*** 
.05 ( .92) 
.06 ( 1.02) 
.13 ( 2.39)* 
R  ^ .44 
Entertainment 
Hedonism 
Interest in Other Cultures 
World-Mindedness 
.18 ( 2.79)** 
.04 ( .57) 
-.16 (-2.23)* 
- .18 ( 2.79)** 
.04 ( .57) 
-.16 (-2.23)* 
R  ^ .06 
Exoloration 
Hedonism 
Interest in Other Cultures 
World-Mindedness 
-.08 (-1.36) 
.48 ( 7.63)*** 
-.01 ( -.15) 
-
-.08 (-1.36) 
.48 ( 7.63)*** 
-.01 ( -.15) 
R  ^ .23 
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Purchase Intention 
Hypothesis 1 (Hi) was concerned with the relationship isetween positive attitude 
toward souvenirs and purchase intention. Of the three dimensions of attitude toward 
souvenirs, two dimensions, Attitude toward Aesthetic and Attitude toward Uniqueness, 
showed significant direct effects on purchase intention across the five souvenirs, in partial 
support for Hv The positive parameters indicated that tourists with more positive attitudes 
toward the aesthetic aspects and uniqueness of souvenirs were likely to have stronger 
purchase intentions regardless of the souvenir types. The path linking Attitude toward 
Aesthetic and purchase intention was the strongest among the links between the three 
dimensions of attitude toward souvenirs (i.e.. Attitude toward Aesthetic, Attitude toward 
Uniqueness, and Attitude toward Care and Travel) and purchase intention, suggesting that 
positive attitude toward the aesthetic qualities of souvenirs would be the best predictor of 
purchase intention. Attitude toward Care and Travel was shown to exert a significant 
positive direct effect on purchase intention only for two souvenirs, i.e., a woven rug and a 
cushion cover, indicating that tiie relationship between attitude toward the care and 
portability of souvenirs and purchase intention was affected by the souvenir types. 
An examination of the means and standard deviations for Attitude toward Care and 
Travel provided insights as to why the relationship between attitude toward the care and 
portability of souvenirs and purchase intention would differ among the souvenirs (see Table 
5.1). The means showed that overall, respondents held highly positive attitudes toward the 
care and portability for the three souvenir items, i.e., placemat, T-shirts, and woven belt. 
Additionally, the small standard deviations indicated a strong agreement among 
respondents in relation to attitude toward the care and portability of the three souvenirs. A 
rug and a cushion cover, however, yielded relatively less positive and more diverse 
responses from respondents. That is, most people agreed that a T-shirt or a placemat is 
easy to care for, carry and pack and, in this case, people's attitude toward the care and 
portability of a T-shirt or a placemat did not predict their intentions to purchase the item. 
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However, people's reactions to a rug or a cushion cover were not consistent; some people 
thought that the item is easy to care for and carry but others did not. In this case, people's 
attitude toward the care and portability of the souvenir was an important predictor of their 
purchase intention. This suggested that attitude toward the care and portability of a 
souvenir does not affect purchase intention when the souvenir is generally perceived to be 
easy to care for and carry, but does affect when the souvenir can be perceived differentially 
by consumers. 
An examination of indirect effects revealed that Art and History tourism had a 
significant positive indirect effect through the three dimensions of attitude toward souvenirs 
on purchase intention for all souvenirs excluding a woven belt In particular, there was a 
strong sequence that went from Art and History tourism to Attitude toward Aesthetic to 
purchase intention. Recreational tourism had a significant positive indirect effect on 
purchase intention via attitude toward souvenirs only for a woven rug. For all souvenirs, 
both Entertainment and Exploration motive indirectly affected purchase intention through 
tourism styles and attitude toward souvenirs. The strongest paths for the indirect effects 
would be from Entertainment motive to Attitude toward Uniqueness to purchase intention 
and from Exploration motive to Attitude toward Aesthetic to purchase intention. Among the 
exogenous variables, only Interest in Other Cultures had a significant positive indirect effect 
on purchase intention consistentiy across five souvenirs. That is. Interest in Other Cultures 
significantiy and positively affected purchase intention mediated by travel motivations, 
tourism styles, and attitude toward souvenirs. Therefore, it appeared that three dimensions 
of attitude toward souvenirs, particulariy Attitude toward Aesthetic and Attitude toward 
Uniqueness sen/ed as important inten/ening variables in the relationships of purchase 
intention witii other independent variables. 
The for purchase intention was high, ranging from .27 to .49 for the five 
souvenirs. Purchase Intention for a cushion cover showed the highest R ,^ indicating that 49 
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percent of the variance in intention to purchase a cushion cover was accounted for by the 
three dimensions of attitudes toward souvenirs. 
Attitude toward Souvenirs 
Hypothesis 2 (H2) and Hypothesis 3-a (Hs-a) predicted the significant effects of 
tourism styles and travel motivations on attitude toward souvenirs. Two tourism styles, 
Recreational tourism and Art and History tourism, and two travel motivations. Entertainment 
motive and Exploration motive, were examined in relation to three dimensions of attitude 
toward souvenirs. The two hypotheses were partially supported. 
For the rug. Attitude toward Uniqueness was directly influenced by Recreational 
tourism and indirectly by Entertainment motive. For the other four souvenirs. Entertainment 
motive had a significant positive direct effect on Attitude toward Uniqueness. The finding 
indicated that tourists with sti-onger entertainment motive for travels were more likely to hold 
positive attitudes toward the uniqueness of souvenirs. Entertainment-oriented tourists may 
find excitement from new and unique objects and thus tend to show a favorable attitude 
about the uniqueness of souvenirs. 
Art and History tourism was positively and directly associated with Attitude toward 
Aesthetics, but the estimates were not high in magnitude. The relationship appeared 
significant only for tiie three souvenirs, a rug, placemat, and cushion cover. For these 
souvenirs. Exploration motive had a significant positive indirect effect through tourism styles 
on Attitude toward Aesthetic. For the other two souvenirs, i.e., a T-shirt and a woven belt. 
Exploration motive directly influenced Attitude toward Aesthetic. The finding suggested that 
those with stronger exploration motive and those actively involved in art and historic tourism 
tended to have more favorable attitude toward the aesthetic qualities of souvenirs. 
Attitude toward Care and Travel was positively related to Entertainment motive 
across five souvenirs, and to Exploration motive for all souvenirs excluding a woven rug. 
That is, favorable attitude toward the care and portability of souvenirs was predicted by both 
motives. 
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Hypothesis 4 (H4) predicted that i<nowiedge of Mexico will significantly affect attitude 
toward souvenirs. Knowledge of Mexico exerted a significant direct effect on Attitude 
toward Uniqueness only for a rug and a T-shirt, in partial support for the hypothesis. The 
negative estimates indicated that tourists with greater knowledge of Mexico were less likely 
to hold positive attitude toward the uniqueness for a mg and a T-shirt. The differing 
relationships among souvenirs may be due to characteristics of the designs on the 
souvenirs. The geometric design shown in the rug (see Appendix C) was probably the most 
typical and common design for rugs in Mexico; tiius. those who had some knowledge of 
Mexican culture would rarely perceive this rug to be innovative or unique among Mexican 
textile crafts. Similariy, the T-shirt, mari<ed with the letter, 'QUETZALCOATL MEXICO', had 
a design that can be easily recognizable as representing ancient Mexican culture for those 
who were knowledgeable of the culture. In comparison to the rug and T-shirt, tiie designs 
of the placemat and the cushion cover were difficult to associate specifically with the 
Mexican culture, although the two items were among the most available textile souvenirs in 
Mexico. Interestingly, knowledge of Mexico did not have a significant negative direct effect 
on attitude toward tiie uniqueness for a woven belt (beta=-.10), which I would consider as a 
very traditional Mexican product. The weak negative relationship may be because the 
woven belt was not widely known to people as a Mexican product, even to those who were 
knowledgeable of the Mexican culture. Thus, people's knowledge could not significantly 
diminish the extent to which they perceived the belt as unique. Knowledge of Mexico was 
also significantly and negatively related to attitude toward the care and portability of a T-
shirt. Considering that the knowledge also had a negative impact on attitude toward the 
uniqueness of the T-shirt, it was apparent that a T-shirt was not an attractive souvenir for 
those with great knowledge of Mexico. 
Among the indirect effects of exogenous variables on attitude toward souvenirs, only 
two effects, i.e., the positive effect of Materialism value on Attitude toward Uniqueness and 
the positive effect of Interest in Other Cultures on Attitude toward Care and Travel appeared 
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significant consistently across five souvenirs. That is. Materialism value was positively 
associated with Attitude toward Uniqueness mostly though Entertainment motive or 
Recreational tourism, and Interest in Other Cultures was positively related to Attitude toward 
Care and Travel mostly through Exploration motive. Interest in Other Cultures also had a 
significant positive indirect effect through travel motivations and tourism styles on Attitude 
toward Aesthetic except for a woven rug, and Hedonism value had a significant indirect 
effect on Attitude toward Uniqueness except for a cushion cover. 
The R  ^for Attitude toward Aesthetics, Attitude toward Uniqueness, or Attitude 
toward Care and Travel were less than .17, indicating that less than 17 percent of the 
variance in each of three dimensions of attitude toward souvenirs was accounted for by the 
two tourism styles, two travel motivations, and knowledge of Mexico. 
Tourism Styles and Travel Motivations 
Hypothesis 3-b predicting the relationships between travel motivations and tourism 
styles was supported by the significant direct effect of Entertainment motive on Recreational 
tourism and the direct effect of Exploration motive on Art and History tourism. Specifically, 
Entertainment motive was positively related to Recreational tourism, indicating that tourists 
with stronger entertainment motive for travels were more likely to favor recreational travel 
activities. Exploration motive positively affected Art and History tourism, indicating that 
tourists with stronger exploration motive tended to be more actively engaged in historic 
tourism. 
Hypothesis 5-a and Hypothesis 5-b were concerned with the relationships of cultural 
values with travel motivations and tourism styles. The two hypotheses were supported by 
the significant positive effects of Materialism value on Entertainment motive and 
Recreational tourism. Hedonism value also had a positive impact on Entertainment motive 
and Recreational tourism in support for Hypothesis 6-a and Hypothesis 6-b; however, tiie 
relationship was not as high as for Materialism value. An examination of indirect effects 
revealed that both Materialism value and Hedonism value also had significant indirect 
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effects on Recreational tourism through travel motivations. That is, Materialism value and 
Hedonism value made a strong contribution both directly and indirectly to Recreational 
tourism. Persons with stronger materialism or hedonism were more likely to be motivated 
by entertainment in planning trips and to participate in recreational activities when traveling. 
Hypothesis 7-a and Hypothesis 7-b predicted the significant effects of attitude 
toward other cultures on tourism styles and travel motivations. Two dimensions of attitude 
toward other cultures, Worid-Mindedness and Interest in Other Cultures, were examined in 
relation to two tourism styles and two travel motivations. Worid-Mindedness was shown to 
exert a positive direct effect on both Recreational and Art and History tourism, suggesting 
that a global and open mind would lead to active involvement in tourism, whether 
recreational or historic. For tiie model containing Hedonism value, tiie significant negative 
relationship occurred between Worid-Mindedness and Entertainment, indicating that global 
minded people would be less motivated by entertainment. Although the indirect effect of 
Worid-Mindedness on Recreational tourism was not significant in the model containing 
Materialism value, it was in the negative direction. These findings indicated a spurious 
relationship between Worid-Mindedness and Recreational tourism. That is, the simple 
bivariate relationship between Worid-Mindedness and Recreational tourism was not present 
as shown in Table 4.14; however, when Entertainment motive was introduced as a 
intervening variable, Worid-Mindedness was found to be positively related to Recreational 
tourism. 
Interest in Other Cultures was directly and positively associated with Exploration 
motive and negatively with Recreational tourism. This suggested that those with greater 
interest in other cultures were more likely to have strong exploration motive and less likely 
to favor recreational travel activities. Interest in Other Cultures, when analyzed through 
travel motivations, also had a significant positive indirect effect on Art and History tourism. 
The R  ^for Recreational or Art and History was moderately high, ranging from .41 to 
.45, indicating that the variances in tourism styles were well explained by travel motivations. 
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values, and attitude toward other cultures. The for travel motivations ranged from .05 to 
.23. The low values appeared for Entertainment motive in the model containing 
Hedonism, reflecting a weak assodation between Hedonism and Entertainment. 
Comparison with Alternative Models 
Comparing the fit of the proposed model with alternative models characterized by 
fewer or more restrictions also provides evidence of acceptable fit (Anderson & Gerbing, 
1988). Four different models including the null model (i.e., the most restricted model), the 
proposed model, a less restricted model, and the least restricted model were compared to 
each other, in a separate analysis for each of the five souvenirs. Table 5.13 presents the 
results fi'om the comparison of the models containing Materialism value and Table 5.14 
shows the results from the comparison of the models containing Hedonism value. The null 
model in this study posited complete independence of alt variables except that exogenous 
variables con-elated with each other. In the alternative model 1 (a less restricted model), 
four additional paths linking travel motivations and tourism styles to purchase intention (i.e.. 
Entertainment motive -» purchase intention. Exploration motive purchase intention. 
Recreational tourism purchase intention. Art and History tourism -*• purchase intention) 
were freed so that the relationships of travel motivations and tourism styles with purchase 
intention were newly established. That is, the altemative model 1 hypothesized that 
purchase intention would be influenced not only by attitude toward souvenirs but also by 
travel motivations and tourism styles. The altemative model 2, freeing all the possible paths 
except for the paths linking knowledge of Mexico to travel motivations and tourism styles, 
was used in this study as the least restricted model. Because specific knowledge of Mexico 
can not causally precede general travel motivations and tourism styles, the paths linking 
those variables could not be freed so that the fully recursive model could not serve as the 
least restricted model in this study. 
Chi-square comparisons indicated improvements in total fit obtained by one model 
over another. The difference in chi-square values between the null model and the proposed 
Table 5.13. Comparison of Models (Model with Materialism) 
Model (df) p-value GFI AGI RMSR (df) 
MO: Null Model 
1. Woven Rug 680.64 (60) .00 .65 .55 .21 
2. Placemat 772.50 (60) .00 .63 .52 .22 
3. T-Shirt 635.63 (60) .00 .68 .58 .20 
4. Woven Belt 707.74 (60) .00 .64 .53 .22 
5. Cushion Cover 750.85 (60) .00 .63 .52 .22 
Ml: Proposed Model 
1. Woven Rug 38.07 (21) .01 .98 .91 .04 642.57 (39)*** .94 
2. Placemat 38.53 (21) .01 .98 .91 .03 733.97 (39)*** .95 
3. T-Shirt 33.13(21) .05 .98 .92 .03 602.50 (39)*** .95 
4. Woven Belt 38.97 (21) .01 .98 .91 .04 668.77 (39)*** .94 
5. Cushion Cover 30.07 (21) .01 .98 .93 .04 720.78 (39)*** .96 
M2: Alternative Model 1 
1. Woven Rug 29.25 (17) .03 .98 .91 .03 8.82 ( 4) .01 
2. Placemat 28.55 (17) .04 .98 .92 .03 9.98 ( 4)* .01 
3. T-Shirt 26.12 (17) .07 .98 .92 .03 7.01 ( 4) .01 
4. Woven Belt 34.49 (17) .01 .98 .90 .04 4.48 ( 4) .01 
5. Cushion Cover 25.27 (17) .09 .98 .93 .03 4.80 ( 4) .01 
MS: Alternative Model 2 
1. Woven Rug 9.40 ( 4) .05 .99 .88 .01 19.85 (13) .03 
2. Placemat 8.96 ( 4) .06 .99 .89 .01 19.59 (13) .03 
3. T-Shirt 9.39 ( 4) .05 .99 .88 .01 16.73 (13) .02 
4. Woven Belt 9.39 ( 4) .05 .99 .90 .01 25.10(13)* .04 
5. Cushion Cover 9.23 ( 4) .06 .99 .88 .01 16.04(13) .02 
* Significant at .05 level; *** Significant at .001 level 
Table 5.14. Comparison of Models (Model with Hedonism) 
Model (df) p-value GFI AGI RMSR aX  ^(df) 
MO: Null Model 
1. Woven Rug 661.33(60) .00 .66 .56 .21 
2. Placemat 750.84 (60) .00 .64 .53 .21 
3. T-Shirt 619.97 (60) .00 .69 .59 .19 
4. Woven Belt 687.66 (60) .00 .65 .54 .21 
5, Cushion Cover 733.86 (60) .00 .63 .52 .22 
Ml: Proposed Model 
1. Woven Rug 44.98 (21) .00 .97 .89 .05 616.35 (39)^ *  ^ .93 
2. Placemat 42.26 (21) .00 .97 .90 .04 708.58 (39)*** .94 
3. T-Shirt 41.90 (21) .00 .97 .90 .04 578.07 (39)*** .93 
4. Woven Belt 42.73 (21) .00 .97 .90 .04 644.93 (39)*** .94 
5. Cushion Cover 38.23 (21) .01 .98 .91 .05 695.63 (39)*** .95 
M2: Alternative Model 1 
1. Woven Rug 35.13(17) .01 .98 .90 .04 9.85 ( 4)* .01 
2. Placemat 32.33 (17) .01 .98 .90 .03 9.93 ( 4)* .01 
3. T-Shirt 34.60 (17) .01 .98 .90 .03 7.30 ( 4) .01 
4. Woven Belt 38.48 (17) .00 .98 .89 .04 4.25 ( 4) .01 
5. Cushion Cover 33.03 (17) .01 .98 .90 .04 5.20 ( 4) .01 
M3: Alternative Model 2 
1. Woven Rug 8.97 ( 4) .06 .99 .89 .01 26.16(13)* .04 
2. Placemat 8.58 ( 4) .07 .99 .89 .01 23.75 (13)* .03 
3. T-Shirt 8.99 ( 4) .06 .99 .89 .01 25.61 (13)* .04 
4. Woven Belt 9.02 ( 4) .06 .99 .88 .01 29.46 (13)** .04 
5. Cushion Cover 8.87 ( 4) .06 .99 .89 .01 24.16(13)* .03 
* Significant at .05 level; ** Significant at .01 level; *** Significant at .001 level 
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model containing Materialism was significantly large, suggesting that the proposed model 
explained the relationships among variables significantly better than the null model. The 
difference between the proposed model and the alternative model 1 was significant at a 
level of .05 only for a placemat, indicating that the four additional paths provided a small 
amount of significant increase in explanatory power only for one souvenir and no significant 
increase for the other four souvenirs. The comparison between the alternative model 1 and 
the least restricted model (i.e., alternative model 2) resulted in significant increase in 
explanatory power only for a woven belt and no significant increase for the other four 
souvenirs. From these results it was apparent that the proposed model provided a 
reasonable basis for the testing of the relationships among the variables under study. 
Likewise, the difference in chi-square values between the null model and the 
proposed model containing Hedonism was significant, indicating a significantiy better fit for 
the proposed model. The difference between the proposed model and the first alternative 
model with four additional paths was significant at a level of .05 only for a woven rug and a 
placemat. Comparing the chi-square values between the first alternative model and tine 
least restricted model provided significant improvement in the fit of the least restilcted 
model over the first altemative model. However, it was noteworthy that there was a slight 
decrease for tiie least restricted model in the adjusted goodness-of-fit index (AGFI) which 
took the degrees of freedom of a model into account. 
Further evidence of model fit was provided by the nonned fit index, Ai. The 
advantage of the use of the normed fit index is that it is not sensitive to sample size, unlike 
the chi-square difference test. The normed fit index measures the improvement in fit for a 
model relative to the fit of the more restrictive model, as a proportion of the fit of the most 
restrictive model, i.e., null model (Bollen, 1989). It is expressed in the following form: 




Xb :^ chi-square value for the baseline model, i.e., the most restrictive model, 
Xm :^ chi-square value for the less restrictive maintained model, and 
Xr^ : chi-square value for a model less restrictive than the baseline model 
but more restrictive than the maintained model 
Accordingly, in case of comparing the null model (MO) with the proposed model 
(M1), the formula for Ai was: 
Ai = Xo  ^ - Xi^  
Xo' 
When comparing the proposed model (Ml) with the altemative modell (M2), A  ^ was 
calculated using the following formula; 
Ai = Xi^  - Xa  ^
Xo' 
Values of Ai > .90 can be considered indicative of adequate fit (Bentler & Bonett, 
1980). As shown in Table 5.13 and 5.14, there was over 93% proportionate reduction in the 
chi-square values when moving from the null model to the proposed model, providing 
evidence for the significant improvement in fit for the proposed model over the null model. 
This also indicated that the remaining increment in fit that could be achieved by modifying 
the proposed model in some way was small (i.e., maximum possible improvement < .07=1-
.93). Not surprisingly, therefore, the improvement in fit achieved by the additional four paths 
linking travel motivations and tourism styles to purchase intention (i.e., comparing the 
proposed model with the altemative model 1) was not significant (Ai =.01), indicating neariy 
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no impact of model change from the proposed model to the altemative model 1. There was 
only a small increment in fit for the least restrictive model over the altemative model 1. 
Taken together, these findings provided evidence that the proposed model fit the 
data well, explaining a significant proportion of infonnation on the relationships among 
variables. 
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CHAPTER 6: SUMMARY AND CONCLUSIONS 
Summary of Research 
Tourists' expenditures have increased sut)stantiaily in recent years. Likewise, 
shopping has become an ever increasingly important element in tourism. Accordingly, a 
great concern for marketers in the tourism industry is to better understand tourists as a 
basis for predicting their shopping behavior. Despite this growing significance, however, 
current understanding of what influences tourists' shopping behavior is quite limited, 
particulariy within the context of intemational tourism. 
The purpose of this study was, therefore, to examine the relationships among 
intemational tourists' psychological characteristics, travel-related attitudes and behavior, 
and souvenir purchasing behavior in order to predict their intention to purchase souvenirs. 
Specific objectives were 1) to identify the variables that may affect intemational tourists' 
souvenir purchasing behavior for textile souvenirs, 2) to propose a causal model that 
incorporates those variables, and 3) to test and evaluate the proposed model for U.S. 
tourists who are traveling to Mexico. 
Variables identified through a literature review were; cultural values, personal values, 
attitude toward other cultures, knowledge of the host culture (Mexico), travel motivations, 
and tourism styles. The Engel, Kollatt, and Blackwell (EKB) (1993) model of consumer 
behavior served as a theoretical framework for proposing relationships among the variables, 
generating the following hypotheses: 
Hi: Attitude toward souvenirs will significantiy affect intention to purchase 
souvenirs. 
Ha: Tourism styles will significantly affect attitude toward souvenirs. 
H3: Travel motivations will significantly affect (a) attitude toward souvenirs and 
(b) tourism styles. 
H4: Knowledge of Mexico will significantiy affect attitude toward souvenirs. 
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Hg; Cultural values will significantly affect (a) tourism styles and 
(b) travel motivations. 
He.' Personal values will significantly affect (a) tourism styles and 
(b) travel motivations. 
H7: Attitude toward other cultures will significantly affect (a) tourism styles and 
(b) travel motivations. 
The population of interest was female adults who had traveled to Mexico or were 
planning to travel to Mexico in the near future. Six Mexican Govemment Tourism Offices 
and one marketing office in the United States were contacted to provide a list of names for 
individuals vtfho had requested travel information conceming potential travel in Mexico. After 
eliminating male names from the list, 900 randomly selected females were mailed a self-
administered questionnaire and color photographs of the five Mexican textile products which 
served as the stimuli for the study. The five stimuli (T-shirt, woven rug, placemat, cushion 
cover, and woven belt) had been evaluated by a panel of judges as respresentative of 
Mexican textile souvenirs. A total of 336 surveys was retumed for a response rate of 40%, 
and of these, 277 were completed by adult women who had traveled to or were planning to 
travel to Mexico witiiin one year. 
Respondents ranged in age from 18 to 76 years old with an average age of 41. The 
majority were Caucasian and mam'ed. The sample appeared to be younger, more affluent, 
and more educated than the U.S. female population. Also, the sample properly represented 
international tourists, in that the majority had travel experience in Mexico. Of the 277 
respondents, 38 percent had ti-aveled in Mexico as a tourist since January 1, 1996; 69 
percent traveled in Mexico at least once prior to 1996; and approximately 73 percent of the 
respondents had plans to travel in Mexico within a year. 
Summary of Results 
Preliminary analysis of the research data included exploratory factor analysis and 
Pearson correlations. Principal component factor analysis with oblique rotation was used to 
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identify the underlying dimensions of variables. Then, simple bivariate relationships 
between variables were examined using Pearson correlations, to confirm the existence of 
the hypothesized relationships. 
Based on Pearson correlations results, the following variables were included in 
analysis of the causal model: Materialism value. Hedonism value. Interest in Other Cultures, 
Worid-Mindedness, knowledge of Mexico, Entertainment motive, Exploration motive. 
Recreational tourism. Art and History tourism, three dimensions of attitude toward 
souvenirs. Attitude toward Aesthetic, Attitude toward Uniqueness, and Attitude toward Care 
and Travel, and purchase intention. 
Materialism value refened to a person's tendency to place a high value on 
importance of possessions, and Hedonism value reflected a person's tendency to pursue 
pleasure, a comfortable life, social recognition, and a worid of beauty. Interest in Other 
Cultures, representing general interest in other cultures, appeared to be an emotional, 
inner-directed way of viewing other cultures, whereas Worid-Mindedness, representing a 
global worid view, was an outer-directed perspective on other cultures. Knowledge of 
Mexico indicated a person's general knowledge about Mexican culture and fluency in 
Spanish. Entertainment motive reflected tourists' tendency to seek pleasure or 
entertainment in trips while Exploration motive represented tourists' desire to leam and 
experience different cultures when traveling. An interesting distinction existed between the 
two travel motivations, where the Entertainment factor pertained to interests in the 
commercialized aspects of tourism and the Exploration factor stressed the authentic setting 
of tourism. Recreational tourism related to tourists' tendency to participate in recreational 
activities such as attending sports, participating in night entertainment, and visiting 
recreational theme parks. Art and History tourism represented general Interest in culture 
and history, including such travel activities as visiting art galleries, art museums, historic 
sites, or historic museums. Measures of the three dimensions of attitude toward souvenirs, 
i.e.. Attitude toward Aesthetic, Attitude toward Uniqueness, and Attitude toward Care and 
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Travel, were developed from a combination of evaluative criteria and perceived product 
attributes, based on Fishbein's attitude model. Purchase intention was measured by the 
likelihood of purchasing each of five souvenirs (i e., a woven rug, placemat, T-shirt, woven 
belt, and cushion cover) for oneself and for others as a gift. 
Analysis of the proposed model, which included an examination of the causal 
relationships between general values, attitude toward other cultures, knowledge of Mexico, 
travel motivations, tourism styles, attitude toward souvenirs, and purchase intention, was 
conducted by a maximum-likelihood estimation procedure using LISREL VII (J5reskog & 
Sorbom, 1989). The causal model was tested individually for each of five souvenirs. Also, 
two models, one containing Materialism and one with Hedonism were tested separately in 
order to avoid collinearity problems. 
The proposed model was evaluated using such frt indices as a chi-square statistic, 
goodness-of-fit index, adjusted goodness-of-fit index, and root mean square residual. In 
addition, the overall fit of the model was compared with those of alternative models, 
including a null model, less restrictive model, and the least restrictive model. The results 
indicated a reasonably good fit for tiie proposed model. A chi-square difference test and a 
normed fit index were used to compare the models. 
An examination of direct and indirect effects among variables in the model revealed 
a sequence of significant relationships. General values and attitude toward other cultures 
affected travel motivations and tourism styles that, in tum, influenced attitude toward 
souvenirs. Attitude toward souvenirs, then, affected tourists' intention to purchase the 
souvenirs. The results from the analysis provided a partial or total support for each of the 
hypotheses. A summary of the findings is reported in Table 6.1. 
Hypotinesis 1 (Hi) predicted that attitude toward souvenirs will be significantly related 
to intention to purchase souvenirs. The results showed that positive attitudes toward 
aesthetic aspects and uniqueness of souvenirs were significant in predicting purchase 
intention. Tourists with more favorable attitudes toward the aesthetic aspects and 
Table 6.1. Summary of Findings 
Hypothesis 
Dependent Variable: Purchase Intention 
Attitude toward Aesthetic -> Purchase Intention (Hi) 
Attitude toward Uniqueness -> Purchase Intention (HO 
Attitude toward Care and Travel -> Purchase Intention (H^ 
Dependent Variable: Attitude toward Souvenirs 
Recreational tourism -> Attitude toward Aesthetic (H2) 
Recreational tourism -> Attitude toward Uniqueness (H2) 
Recreational tourism -> Attitude toward Care and Travel (H2) 
Art and History tourism -> Attitude toward Aesthetic (H2) 
Art and History tourism -> Attitude toward Uniqueness (H2) 
Art and History tourism -> Attitude toward Care and Travel (H2) 
Entertainment motive -> Attitude toward Aesthetic (H3) 
Entertainment motive -> Attitude toward Uniqueness (H3) 
Entertainment motive -> Attitude toward Care and Travel (H3) 
Exploration motive -> Attitude toward Aesthetic (H3) 
Exploration motive -> Attitude toward Uniqueness (H3) 
Exploration motive -> Attitude toward Care and Travel (H3) 
Knowledge of Mexico -> Attitude toward Aesthetic (H4) 
Knowledge of Mexico -> Attitude toward Uniqueness (H4) 
Knowledge of Mexico -> Attitude toward Care and Travel (H4) 
+: Positive effect 
-: Negative effect 
n.s.: Nonsignificant effect 
Woven Woven T-Shirt Woven Cushion 
























































































Table 6.1. (Continued) 
Hypothesis Woven Woven T-Shirt Woven Cushion 
Rug Placemat Beit Cover 
Deoendent Variable: Tourism Stvles 
Entertainment motive -> Recreational tourism (H3) + + + + + 
Entertainment motive -> Art and History tourism {H3) n.s. n.s. n.s. n.s. n.s. 
Exploration motive -> Recreational tourism (H3) n.s. n.s. n.s. n.s. n.s. 
Exploration motive -> Art and History tourism (H3) + + + + + 
Materialism value -> Recreational tourism (Hs.a) + + + + + 
l\^aterialism value -> Art and History tourism (Hs.a) n.s. n.s. n.s. n.s. n.s. 
Hedonism value -> Recreational tourism (He-a) n.s. n.s. n.s. n.s. n.s. 
Hedonism value -> Art and History tourism (He.a) n.s. n.s. n.s. n.s. n.s. 
interest in Other Cultures -> Recreational toursm (Hr-a) - - - - -
Interest in Other Cultures -> Art and History tourism (Hy-a) n.s. n.s. n.s. n.s. n.s. 
World-Mlndedness -> Recreational toursm (Hz-a) + + + + + 
World-Mindedness -> Art and History tourism (Hy-a) + + + + + 
Deoendent Variable: Travel Motivations 
Materialism value -> Entertainment motive (H5.b) + + + + + 
Materialism value -> Exploration motive (Hs.b) n.s. n.s. n.s. n.s. n.s. 
Hedonism value -> Entertainment motive (He-b) n.s. n.s. n.s. n.s. n.s. 
Hedonism value -> Exploration motive (Hs.b) n.s. n.s. n.s. n.s. n.s. 
Interest in Other Cultures -> Entertainment motive (Hy-b) n.s. n.s. n.s. n.s. n.s. 
Interest in Other Cultures -> Exploration motive (Hy-b) + + + + + 
World-Mindedness -> Entertainment motive (Hy-b) - - - - -
World-Mindedness -> Exploration motive (Hy-b) n.s. n.s. n.s. n.s. n.s. 
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uniqueness of souvenirs tended to have stronger purchase intentions. However, the effect 
of positive attitude toward the care and portability of souvenirs on purchase intention was 
significant only for two souvenirs (i.e., a woven rug and a cushion cover). Attitude toward 
Aesthetic was tiie best predictor of purchase intention among the three dimensions of 
attitude toward souvenirs. Accordingly, Hi was partially supported. 
Hypothesis 2 (Hz) predicted a significant effect of tourism styles on attitude toward 
souvenirs. Analysis of the model indicated that Recreational tourism was positively related 
to favorable attitude toward the uniqueness of souvenirs only for a rug and Art and History 
tourism had a significant positive effect on favorable attitude toward tiie aesthetic qualities 
of souvenirs for a rug, placemat, and cushion cover. Therefore, Ha was partially supported. 
Hypothesis 3-a predicting a significant effect of travel motivations on attitude toward 
souvenirs was partially supported. Entertainment motive was significant in predicting 
positive attitude toward the uniqueness of souvenirs for all souvenirs excluding a mg and 
Exploration motive affected favorable attitude toward the aesthetic qualities of souvenirs 
directly or indirectiy through tourism styles. That is, persons with stronger entertainment 
motive were more likely to hold favorable attitude toward the uniqueness of souvenirs while 
persons with stronger exploration motive were more likely to hold favorable attitude toward 
the aesthetic aspects of souvenirs. Both motives were significant In predicting positive 
attitude toward the care and portability of souvenirs. 
Hypothesis 4 (H4) predicted that knowledge of Mexico would have a significant effect 
on attitude toward souvenirs. Tourists with greater knowledge of Mexico tended to have 
less positive attitudes toward the uniqueness of a rug and a T-shirt, providing partial support 
for H4. 
A significant effect of travel motivations on tourism styles were predicted by 
Hypothesis 3-b (Ha-b). This hypothesis was supported by the significant positive effect of 
Entertainment motive on Recreational tourism and the positive effect of Exploration motive 
on Art and History tourism. The finding suggested that tourists with stronger entertainment 
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motive were more likely to participate in recreational tourism while those with stronger 
exploration motive were more likely to be involved in art and historic tourism. 
Hypotiiesis 5-a, 6-a, and 7-a predicting significant effects of cultural values, personal 
values, and attitude toward other cultures on tourism styles were also supported. 
Materialism value and Hedonism value were significant in predicting Recreational tourism. 
That is, materialism and hedonism-oriented persons were more likely to be involved in 
recreational tourism. Worid-Mindedness had significant positive effects on both 
Recreational and Art and History tourism, while Interest in Other Cultures had a negative 
impact on Recreational tourism. The more global-minded people were, the more actively 
tiiey were involved in tourism, whether recreational or historic. Also, those more interested 
in other cultures were less likely to favor recreational tourism. 
As predicted by Hypothesis 5-b, 6-b, and 7-b, cultural values, personal values, and 
attitude toward other cultures also significantiy influenced travel motivations. Materialism 
value and Hedonism value were positively associated with Entertainment motive while 
Worid-Mindedness was negatively related to Entertainment motive. Interest in other 
cultures showed a significant positive impact on Exploration motive. Persons with higher 
materialism or hedonism value tended to be more motivated by entertainment tiian those 
with low materialism or hedonism value, whereas more global-minded persons tended to be 
less motivated by entertainment than the less global-minded. In addition, those more 
interested in other cultures were more strongly motivated by exploration. 
Conclusions 
Although some of the hypothesized relationships were not supported, the proposed 
model appeared to have a reasonably good overall fit to the data, and the results from 
testing of hypotheses were generally supportive of Fishbein and Ajzen's (Ajzen & Fishbein, 
1980; Fishbein & Ajzen, 1975) theory of reasoned action and the Engel, Kollatt, and 
Blackwell (EKB) (1993) model of consumer behavior. 
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The theory of reasoned action predicts the causal relationships among attitude, 
behavioral intention, and actual behavior. The present study tested the relationship 
between attitude and behavioral intention by examining whether or not attitude toward 
souvenirs predicts intentions to purchase the souvenirs. Analysis of the causal model 
indicated a strong causal effect of attitude toward souvenirs on purchase intention. The 
relationship between purchase intention and actual purchase behavior was not examined in 
this study. 
The EKB model suggests that general values and attitudes influence product 
attitudes, that, in tum, affect purchase intentions. In tiie present study, the proposed model 
of tourists' souvenir purchasing behavior elaborated the causal relationships between 
general values or attitudes and souvenir attitudes by introdudng travel-related attitude and 
behavior as intervening variables. The results from analysis of the model showed that the 
relationships between tourism styles and attitude toward souvenirs were weak or not 
present for the souvenirs examined in this study. However, travel motivations were 
relatively important predictors of attitude toward souvenirs. In this study, tourists' 
motivations strongly predicted not only their attitude toward souvenirs but also their travel 
activities, indicating the potential for success of a motivation-based market segmentation. 
That is, leaming how tourists' motivations relate to other characteristics may offer useful 
insights for travel mari<eting strategies. The findings from this study suggested, for 
instance, that when marketing to entertainment-driven tourists, promotional strategies 
should focus on the offerings of unique souvenirs and the opportunities for recreational 
travel experiences (e.g., sports, nightclubs, recreational theme parks). Advertising 
aesthetically appealing souvenirs and activities such as tours of museums and historic sites 
would be more appropriate to exploration-driven tourists than entertainment-driven tourists. 
Although cultural values and personal values have been considered to be important 
in understanding consumer behavior, the effects of values on tourist attitude and behavior 
has received little attention (Mo, Howard, & Havitz, 1993). The results of the present study 
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showed that tourists with stronger materialism and hedonism value had stronger 
entertainment motive and more actively partidpated in recreational activities such as 
attending sports and visiting recreational tiieme parks. This seems to be somewhat 
inconsistent with Pitt and Woodside's study (1986) which found that seeking pleasure and a 
comfortable Irfe were not important values in differentiating between visitors and non-visitors 
to a coastal beach resort witii amusement rides or to a regional permanent theme park with 
rides and shows. In tiieir study, pleasure differentiated only between visitors and non-
visitors to a resort known for golf and tennis. Unlike the present study, however, Pitt and 
Woodside studied travelers to in-state weekend travel atti^ ctions, and focused on 
differences between visitors and non-visitors. Accordingly, the value differences between 
visitors and non-visitors to in-state recreational atti^ ctions may not fse comparable with the 
relationship between values and the importance of recreational travel activities in other 
countiies. Nevertheless, lack of evidence suggests that more research efforts should be 
made to clarify the role of values in detemiining tourists' attitudes and behaviors. 
As expected, strong relationships emerged between ti^ vel motivations and tourism 
styles, supporting Gitelson and Kerstetter's study (1980). Tourists' desire for pleasure and 
entertainment significantiy predicted tiieir tendency to participate in recreational travel 
activities, such as attending sports, participating in night entertainment, and visiting 
recreational theme parks. Also, tourists' desire to explore other cultures explained their 
importance on such activities as visiting art galleries, art museum, historic sites, or historic 
museums and observing architecture of public buildings. This finding confirmed the 
motivation-behavior linkage in the context of tourism and suggested that traveling can be 
viewed as a way of fulfilling individual desires. 
Much of the previous research attempting to examine the evaluative criteria for 
selecting products was conducted on broad abstract categories of products. Importantiy, 
Abraham and Litb'ell (1992) found that consumers' responses were different when 
discussing garments in general versus when discussing specific gannents in photographs. 
130 
In the present study, the relationships among variables, part'culariy among knowledge of 
Mexico, travel motivations, tourism styles, attitude toward souvenirs, and purchase intention, 
were found to be inconsistent across five souvenirs. Therefore, studies that attempt to 
generalize the relationships to all types of products or studies that fail to account for the 
variability due to different product features would yield an incomplete picture of the 
underiying process of souvenir purchasing behavior. 
Eckman, Damhorst, and Kadolph (1990), in their analysis of 21 pervious studies, 
found tiiat aesthetic criteria such as styling and color have tiie greatest impact on selection 
of women's apparel. Interestingly, the present study found that among the three 
dimensions of attitude toward souvenirs, attitude toward the aesthetic qualities of textile 
souvenirs was the best predictor of purchase intention, iaespective of the souvenir type. 
This suggested that the purchase decision process for textile souvenirs may not differ from 
the decision process for other textile and clothing products. Accordingly, the notion that 
aesthetic criteria are the most important product attributes in making purchase decisions 
may also be generalized to textile souvenirs. 
Although a number of studies have investigated the role of knowledge of the target 
or host culture in intercultural communications, no studies in tourism research have 
examined the knowledge of the host culture in relation to intemational tourists' attitude or 
behavior. The present study may help to clarify the role of knowledge of tiie host culture in 
souvenir purchasing behavior. Generally, knowledge of the host culture was not critical in 
influendng souvenir purchase decisions. Only for two souvenirs (a njg and a T-shirt), 
knowledge of Mexico had a significant negative effect on attitude toward the uniqueness of 
the souvenirs. However, even for the two souvenirs, knowledge of Mexico had no negative 
indirect impact on purchase intention. 
Limitations 
The results of this study should be evaluated in the light of certain limitations. First, 
respondents' evaluation and choice of souvenirs are limited to five stimulus items. Although 
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the five souvenirs were considered representative of Mexican textile souvenirs, they do not 
reflect the full range of textile souvenirs available in a real shopping situation. In addition, 
photographs were used in this study instead of actual products. Respondents evaluated the 
stimulus souvenirs simply based on color photographs of tiie items, which allowed only 
visual responses. It was assumed that the effects of other senses such as touch and smell 
may be also important in making purchase decisions for textile souvenirs. 
Second, the study was limited to U.S. female tourists. Further, tine specific research 
setting for this study was the Mexico tourism market. Thus, findings may not be 
generalizable to male tourists or to otiier intemational tourist populations. 
Third, methodological issues should be noted. The single summated item, self-
measure of a variable is potentially capable of measurement error. In this study, however, 
the model was analyzed under the assumption of no measurement error. 
Contributions of the Research 
The present study represented the first attempt to test and validate a model of 
tourists' souvenir purchasing behavior. The variables in this study have been examined 
extensively in past research, but mostly in isolation. So far, studies that explain the 
structural relationships among the variables do not currently exist. The advantage of 
incorporating a number of variables within one model is that it facilitates understanding of 
the relative and disparate effects of the variables. For example, analysis of correlations 
showed that positive attitude toward the care and portability of souvenirs was significantiy 
related to purchase intention. However, the results from analysis of the causal model 
revealed a fairiy weak impact of attitude toward care and portability on purchase intention, 
when controlling the effects of other variables. Despite some limitations inherent in this 
study, the results, which generally supported the validity of the proposed model, warrants 
attention of future tourism researchers. 
Through analysis of the causal model, this research recognized the existence of two 
distinct dimensions of travel experiences, i.e., entertainment-motivated recreational tourism 
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and exploration-motivated historic tourism, and explored the two styles in relation to their 
determinants and outcomes. Researchers in tourism have long been interested in 
developing a typology of travel experiences; however, relatively little empirical research has 
been done to explore why and how tourists differ. Empirical results in this study suggested 
that general values and attitudes can help to predict these two distinct patterns of travel 
experiences and that tourists' travel experiences affect their souvenir purchasing behavior. 
In this study, the proposed model was tested separately for five different types of 
souvenirs. In doing so, this study provided insights into how and why the relationships 
between variables differ among souvenirs. The pattern of variations in the relationship 
between attitude toward the care and portability of souvenirs and purchase intention was 
interpreted in relation to the difference in souvenir types, whereas tiie differing relationships 
between knowledge of Mexico and attitude toward the uniqueness were viewed as reflecting 
the difference in design characteristics. Specifically, it was found that attitude toward the 
care and portability of souvenirs did not predict purchase intention for the souvenirs that 
were perceived by most people to be easy to care for and can7 or pack, such as a T-shirt or 
a placemat. That is, it seemed that the relationships between attitude toward the care and 
portability are affected by souvenir types, rather than designs. However, I suggested that 
the negative effect of knowledge of Mexico on attitude toward the uniqueness of a souvenir 
occurs when the souvenir has a very common design in Mexico and when it is relatively 
well-known to people who are knowledgeable of Mexican culture. 
Results from this research also have some implications for the tourism Industry. In 
this study, tourists' tendency to participate in recreational travel activities was successfully 
predicted from their strong entertainment motive while tourists' tendency to participate in 
historic tourism was predicted from their strong exploration motive. Therefore, tourism 
mari^ eters at a particular destination area should direct advertisements toward the needs of 
the target tourist group. For example, marketers in recreational resorts may want to 
develop advertising campaigns that appeal to tourists who pursue recreational ti'avel 
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activities, in order to attract tfiis potentially profitable group of tourists, marketers siiould 
emphasize the aspects of entertainment such as shows, shopping, and luxurious hotels 
rather than stressing different cultural experiences such as indigenous lodging. In contrast, 
promotional campaigns for cultural or historic sites should include messages focusing on 
leaming and experiencing a new and different culture in order to appeal successfully to 
tourists who favor historic tourism. 
This study also demonstrated that tourists' intentions to purchase souvenirs can be 
predicted by their travel motivations. Although both entertainment and exploration motive 
positively affected purchase intentions for all five souvenirs, variations in the relative 
importance of the two motives should be noted. Entertainment motive was more important 
than exploration motive in predicting purchase intentions for a mg and a placemat, while 
exploration motive was more important than entertainment motive in predicting purchase 
intentions for a woven belt and a cushion cover. Entertainment motive and exploration 
motive were almost equally important in predicting purchase intention for a T-shirt. The 
results suggested that retailers and producers should cleariy define their target tourists and 
match product offerings to the target market. 
In addition, findings regarding the relationships between attitude toward souvenirs 
and purchase intention suggested that generally, mariceters should stress the aesthetic 
qualities and uniqueness of products to attract international tourists; however, they should 
also develop appropriate promotional strategies for different products. For some souvenirs 
such as a njg and cushion cover, it appeared that positive responses to the care and 
portability of the products were also important in making purchase decisions. That is, 
people, even those holding favorable attitudes toward aesthetic qualities and uniqueness of 
a mg, would not purchase the rug if they have a negative attitude toward the care and 
portability of tiie rug. Considering that for the mg, attitude toward care and portability was 
more important than attitude toward uniqueness in predicting purchase intention, retailers of 
mgs should attempt to yield positive responses from tourists particulariy regarding the care 
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and portability. Some Mexican weavers who recognize the importance of portability for 
tourists in making purchase decisions show tourists how to better roll up and pack the rug. 
Other promotions such as care instructions or free delivery to hotels may be also 
appropriate in appealing to tourists who are concerned about the care and portability of 
souvenirs. 
Recommendations for Future Research 
Based on the findings of this study some suggestions for future research are 
offered. Rrst, additional research is needed to further refine measures for the variables in 
this study and to test alternative models proposing different relationships and other 
constructs not addressed by this research. Although the measures used in this study 
possessed acceptable reliability and construct validity, they should be viewed as preliminary 
measures of the constructs. In addition, testing of altemative models with different 
consbxicts (e.g., including organized mass tourism as a tourism styles variable) may provide 
a more complete understanding of tourists' travel and souvenir behavior. 
Second, future studies should test the model with a different sample of international 
tourists, for example, Korean tourists who are ti^ veling to Mexico. Previous studies (Pizam 
& Sussmann, 1986; Ritter, 1987; Woodside & Lawrence, 1985) have found differences 
between travel behavior pattems of East Asian tourists and U.S. tourists. Testing the model 
with Korean tourists would, therefore, reveal meaningful infomnation on how the same 
variables relate to each other for tourists from collectivist cultures. Also, considering that 
unlike U.S. tourists, Korean tourists have relatively fewer opportunities to experience 
Mexican cultures due to geographical distance, it would be interesting to compare Korean 
tourists and U.S. tourists in terms of the effects of knowledge of Mexico on attitude toward 
souvenirs. 
Third, further research should examine travel motivations and tourism styles in 
relation to various other travel behaviors such as travel destination decisions, general 
shopping behavior, and other product purchasing behavior. Such research may help to test 
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the validity of the typology of travel experiences in terms of whether the typology can be 
helpful in explaining a variety of travel t)ehaviors beyond souvenir buying. 
As discussed eariier, the present study demonstrated that the relationships between 
variables differed among souvenirs. Because no previous studies have addressed this 
issue, some possible reasons for the differing relationships were suggested based on the 
findings in this study. Future research should analyze the relationships more systematically 
using an experimental approach. For example, using the same type of products with the 
same features but with different designs (e.g.. Innovative vs. common) and different type of 
products with similar levels of uniqueness in designs would aid in identifying the 
determinants of tiie differing relationships. 
In the present study, purchase intention was measured by asking respondents about 
their likelihood of buying a souvenir for oneself and their likelihood of buying the souvenir for 
others as a gift Scores for the two questions appeared strongly correlated with each other 
across five souvenirs, and thus the summated score was used for the measure of purchase 
intention. Future research, however, may differentiate between the two types of purchase 
intention to provide infonnation on whether the relationships between attitude toward 
souvenirs and purchase intention are influenced by purchase situations of buying for oneself 
versus buying for others. 
While it was beyond the scope of tiiis study to develop hypotheses regarding 
demographic variables, future research should examine the effects of demographic 
variables on travel and souvenir purchasing behavior. The effects of age on tourist 
behavior were evidenced by several studies (Anderson & Langmeyer, 1982; Anderson & 
Litti-ell, 1996) tiiat found dlstinctiy different trip-planning styles and travel activities among 
tourists in different age groups; however, studies that examine the relationship between age 
and souvenir purchasing behavior do not cun-entiy exist. Therefore, the effects of age along 
with the effects of other demographic variables should be explored in more detail. 
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In addition, the present study dealt with only push motivation factors, i.e., tourists' 
own internal forces that explain their desire to go on a vacation. Future study should also 
include pull factors, i.e., the destination attributes that can satisfy tourists' desires, such as 
sunshine or friendly natives, in order to better understand the motivating factors that lead to 
travel decisions. 
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In the coming months, we will be initiating a study of Mexican souvenirs purchased by 
United States tourists to Mexico. Currently, shopping accounts for one-third of tourists' 
expenditures. The results of our study will assist the Mexican tourism industry to better 
promote souvenir products to tourists who shop while they are traveling in Mexico. 
The Department of Textiles and Clothing at Iowa State University is known internationally 
for our studies of tourists and their souvenir purchases. We have enclosed a publication 
that highlights the findings of one of our recent studies of tourists in the midwestem United 
States. For that study, the Bureaus of Tourism in the Iowa, Minnesota, and Nebraska 
provided us with names of individuals who had contacted them for travel infonnation to their 
states. We conducted the survey and then provided the Bureaus of Tourism with the 
results. 
We are asking for your cooperation in working with us on a similar study of souvenir 
purchases by tourists to Mexico. The study would focus on travel motivations, preferred 
travel activities, preferences for shopping, criteria for souvenir purchases, and reactions to 
color photographs of Mexican souvenir items. We are asking that you provide us with a list 
of names for 1,000 individuals who have contacted your office for tourism information 
concerning potential travel to Mexico. We would then follow up by mail to determine if they 
had indeed traveled to Mexico, and if so, whether they would be willing to participate in a 
short mall survey. 
In the next week, we will telephone you to discuss our proposal and to answer any 
questions you may have. We look fonvard to talking with you about this project and the 
benefits it can offer to the Mexican tourism industry. 
Sincerely, 
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Re: Tourism Research Project 
Tourism has grown rapidly over the past decades and is now considered the worid's largest 
industry. In order to fully understand the needs and wants of tourists, much research needs 
to be done. The Department of Textiles and Clothing at Iowa State University is currently 
conducting a research project intended to better serve tourists by providing more appealing 
products and services to you as you travel. 
Your name was drawn in a random sample of individuals who had contacted a Mexico 
Government Tourist Office in the United States for tourism infonnation during the past year. 
The enclosed questionnaire will help us learn about your travel-related attitudes and 
behavior. We hope that you will be willing to participate in our study. Your answers to this 
questionnaire will provide valuable information on U.S. tourists who travel to Mexico. 
The questionnaire will take approximately 20-30 minutes to complete. Your responses will 
be kept completely confidential, because your name is not linked with your response. The 
number on the questionnaire is only for record-keeping. When your completed 
questionnaire is retumed, your name will be removed from the mailing list. You may omit 
answering any questions which you feel uncomfortable; however, we hope you will 
complete all parts of questionnaire. 
Please return the completed questionnaire within one week. Postage will be paid by us, so 
please tape the questionnaire shut and mail it back. 
We appreciate very much your assistance. If you have any questions please feel free to 
call us, Soyoung Kim, at 515-294-8519, or Dr. Mary Littrell at 515-294-5284. Or you may 
fax your questions to us at 515-294-6364. 
Sincerely, 





Post Card Follow-up 
A reminder... 
We recently mailed you a questionnaire concerning travel activities. If you have 
retumed the questionnaire, thank you very much for your participation. Your contribution to 
this study Is greatly appredated. If you have not already completed It, we hope that you will 
set aside some time to do so. 
If you did not receive the questionnaire, or have misplaced It, please call us at (515) 







Letter For Repeat Mailing 
October 28,1996 
Dear Consumer 
A few weeks ago we wrote to you seeking infomnation about your travel activities and your 
intention to purchase Mexican souvenirs. As of today, we have not received your completed 
questionnaire. 
The Department of Textiles and Clothing at Iowa State University has undertaken this study 
because of the belief that tourists' attitudes and behavior should be taken into account for 
the tourism industry to better serve tourists. Your responses will provide valuable 
information on U.S. tourists who travel to Mexico. 
We are writing to you again because of the significance each questionnaire has to the 
usefulness of this study. Your name was drawn in a random sample of individuals who had 
contacted a Mexico Government Tourist Office in the United States for tourism infomiation 
during the past year. In order for the results of this study to be truly representative of the 
responses of all U.S. tourists it is essential that each person in the sample return their 
questionnaire. The questionnaire from your household should be completed by an adult 
female. If there is no adult female present, then it should be completed by an adult male. 
In the event that you did not receive the questionnaire or it has been misplaced, a 
replacement is enclosed. 
Your cooperation is greatly appreciated. 
Sincerely, 
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Number Code 
Tourism Research Project 
This is a survey to find out about tourists' behavior and attitudes. 
* This survey is conducted under the guidelines established by the 
Human Subjects Review Board at Iowa State University. 
* By answering these questions, you will help to provide important 
information for research conducted at Iowa State University. 
* Your participation is voluntary, and you may decline to answer 
any questions you choose. 
* Neither your name nor your address will ever be matched with 
your answers in any report of the results. 
IOWA STATE UNIVERSITY 
OF SCIENCE AND TECHNOLOGY 
Copyright © Soyoung Kim, 1996. All rights reserved. 
145 
Travel in Mexico 
Q-1 Have you traveled in Mexico as a tourist since January 1.1996? By tourist we mean a 
person who is away from home on non-routine travel. This could include traveling for the 
purpose of a vacation, business, attending a convention, or visiting family or friends. (Please 
drcle one number) 
1 NO 
2 YES If you answered yes, please describe the one main purpose 
for your trip in Mesdco. 
Q-2 How many times have you traveled in Mexico prior to 1996? 
TIMES 
Q-3 Are you planning to travel in Mexico between now and January 1, 1998? 
1 NO 
2 YES 
Reasons for Travel 
Below is a list of reasons tourists may have for their travels in other countries. In the space to 
the right of each statement, circle the number that best describes how important each reason is 
to you for a successful trip in other countries. Please circle one number. 
1 2 3 
Very Unimportant Slightly 
Unimportant Unimportant 










1 2 1. Taking part in adventurous activities? 
2. Pursuing family history and roots? 1 2 
3. Having time to be by myself, experiencing solitude? 1 2 3 
4. Experiencing unpolluted/natural surroundings? 1 2 
5. Visiting new and exciting places? 1 2 
6. Getting away from my daily routine? 1 2 
7. Seeing spectacular scenery? 1 2 
8. Leaming about the people and history of 
the place I visit? 1 2 

















































1 2 3 4 5 6 7 
Very Unimportant Slightly Neutral Slightly Important Very 
Unimportant Unimportant Important Important 
10. Visiting family or friends? 1 2 3 4 5 6 7 
11. Rnding interesting activities for children? 1 2 3 4 5 6 7 
12. Having time for romance? 1 2 3 4 5 6 7 
13. Developing skill in a sport or art? 1 2 3 4 5 6 7 
14. Going to places that are off-the-beaten track 
or hard to reach? 1 2 3 4 5 6 7 
15. Go shopping? 1 2 3 4 5 6 7 
16. Being entertained? 1 2 3 4 5 6 7 
17. Going to famous places in the worid? 1 2 3 4 5 6 7 
18. Experiendng physical challenges? 1 2 3 4 5 6 7 
19. Returning to places I have enjoyed before? 1 2 3 4 5 6 7 
20. Experiencing the authentic life of a community? 1 2 3 4 5 6 7 
21. Spending time with my family and friends? 1 2 3 4 5 6 7 
22. Living in luxury while on a trip? 1 2 3 4 5 6 7 
Travel Activities 
Below are activities that tourists might take part in during their travels in other countries. In the 
space to the right of each statement, circle the number that best describes how important each 
activity is to you for a successful trip in other countries. 
How important is. 
Very Very 
Unimportant important 
1. Socializing with fellow travelers? 1 2 3 4 5 6 7 
2. Eating in interesting or special restaurants? 1 2 3 4 5 6 7 
3. Taking guided tours to special sites? 1 2 3 4 5 6 7 
4. Participating in night entertainment such as 
dancing or nightclubs? 1 2 3 4 5 6 7 
5. Visiting state or national parks? 1 2 3 4 5 6 7 
6. Eating foods of the region? 1 2 3 4 5 6 7 
7. Visiting ethnic communities? 1 2 3 4 5 6 7 


























Observing architecture of public buildings 
such as churches or government buildings? 12 3 4 
Walking around in a town or city? 12 3 4 
Looking for antiques? 12 3 4 
Attending ethnic or community festivals or fairs? 12 3 4 
Visiting historic homes, historic sites, 
history museums? 12 3 4 
Attending concerts or the theater? 12 3 4 
Attending sports events such as baseball, football, 
soccer, or basketball? 12 3 4 
Taking photographs? 12 3 4 
Visiting art galleries, art museums, or art studios? 12 3 4 
Shopping? 12 3 4 
People-watching? 12 3 4 
Going to recreated villages depicting 
a past way of life? 12 3 4 
Camping? 12 3 4 
Taking a complete package tour? 12 3 4 
Visiting cities? 12 3 4 
Attending religious services? 12 3 4 
Hiking, backpacking, or taking nature walks? 12 3 4 
Meeting interesting people different than myself? 12 3 4 
Buying local arts or crafts from the region? 12 3 4 
Swimming, tennis, golf, skiing, bicycling, 
boating, or sailing? 12 3 4 
Bringing home souvenirs from the trip? 12 3 4 
Visiting recreational theme parks 
with rides and sports? 12 3 4 
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Attitudes toward Souvenirs 
We are interested in learning about the criteria you use when selecting souvenirs as you travel. 
By souvenir we mean objects that help tourists identify, define, and situate in time travel 
experiences they wish to remember. Please drcle the numtier that best describes how 
important each idea is to you. 
Very 
Unimportant 
1. The colors are appealing. 
2. The design is appealing. 
3. The price is good value. 
4. The workmanship is of high quality. 
5. The product is unique or one of a kind. 
6. It can be used or displayed in my home or office. 
7. It makes a good gift. 
8. It can be worn. 
9. It is easy to pack or carry with me on the trip. 
10. It is easy to care for or dean. 
11. It is a clever idea. 
12. It has a name or design related to the theme of 
the place I am visiting. 
13. It is new, innovative. 
14. It was made by a well-known craftsperson 

















































































1 2 3 4 5 6 7 
In the separate sheet, we have 5 color photos of souvenirs that you may find in Mexico. We 
would like you to evaluate the following attributes for each souvenir. Please select a number 




















A: WOVEN RUG: Wool, 22.4" x 46.5", $ 22 
1. The colors are appealing. 
2. The design is appealing. 
Strongly Strongly 
Disagree Agree 
1 2 3 4 5 6 7 
1 2 3 4 5 6 7 
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3. The price is good value. 1 2 3 4 5 6 7 
4. It is unique or one of a kind. 1 2 3 4 5 6 7 
5. It can be used or displayed in my home or office. 1 2 3 4 5 6 7 
6. It makes a good gift 1 2 3 4 5 6 7 
7. It is easy to pack or canry with me on the trip. 1 2 3 4 5 6 7 
8. It is easy to care for or clean. 1 2 3 4 5 6 7 
9. It has a name or design related to Mexico. 1 2 3 4 5 6 7 
10. It is a clever idea. 1 2 3 4 5 6 7 
11. It is new, innovative. 1 2 3 4 5 6 7 
12. How likely is it that you would buy this product for yourself? 
13. 
Very Unlikely Very Likely 
1 2 3 4 5 6 7 









Very Unlikely Very Likely 
1 2 3 4 5 6 7 







1. The colors are appealing. 1 2 3 4 5 6 7 
2. The design is appealing. 1 2 3 4 5 6 7 
3. The price is good value. 1 2 3 4 5 6 7 
4. It is unique or one of a kind. 1 2 3 4 5 6 7 
5. It can be used or displayed in my home or office. 1 2 3 4 5 6 7 
6. It makes a good gift. 1 2 3 4 5 6 7 
7. It is easy to pack or carry with me on the trip. 1 2 3 4 5 6 7 
8. It is easy to care for or clean. 1 2 3 4 5 6 7 
9. it has a name or design related to Mexico. 1 2 3 4 5 6 7 
10. It is a clever idea. 1 2 3 4 5 6 7 
11. It is new, innovative. 1 2 3 4 5 6 7 
12. How likely is it that you would buy this product for yourself? 
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Very Unlikely Very Likely 
1 2 3 4 5 6 7 







1. The colors are appealing. 1 2 3 4 5 6 7 
2. The design is appealing. 1 2 3 4 5 6 7 
3. The price is good value. 1 2 3 4 5 6 7 
4. It is unique or one of a kind. 1 2 3 4 5 6 7 
5. It can be used or displayed in my home or office. 1 2 3 4 5 6 7 
6. It makes a good gift. 1 2 3 4 5 6 7 
7. It is easy to pack or carry with me on the trip. 1 2 3 4 5 6 7 
8. It is easy to care for or clean. 1 2 3 4 5 6 7 
9. It has a name or design related to Mexico. 1 2 3 4 5 6 7 
10. It is a clever idea. 1 2 3 4 5 6 7 
11. It is new, innovative. 1 2 3 4 5 6 7 
12. How likely is it that you would buy this product for yourself? 





1. The colors are appealing. 1 2 3 4 5 6 7 
2. The design is appealing. 1 2 3 4 5 6 7 
3. The price is good value. 1 2 3 4 5 6 7 
4. It is unique or one of a kind. 1 2 3 4 5 6 7 
5. It can be used or displayed in my home or office. 1 2 3 4 5 6 7 
6. It makes a good gift. 1 2 3 4 5 6 7 
7. It is easy to pack or carry with me on the trip. 1 2 3 4 5 6 7 
8. It is easy to care for or clean. 1 2 3 4 5 6 7 
9. It has a name or design related to Mexico. 1 2 3 4 5 6 7 
10. It is a clever idea. 1 2 3 4 5 6 7 
11. It is new, innovative. 1 2 3 4 5 6 7 
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Very Unlikely Very Likely 
1 2 3 4 5 6 7 




1 2 3 4 5 
CUSHION COVER; Wool. 17.3" x 20.9", $14 
Strongly 
Disagree 
Very Unlikely Very Likely 
1 2 3 4 5 6 7 







1. The colors are appealing. 1 2 3 4 5 6 7 
2. The design is appealing. 1 2 3 4 5 6 7 
3. The price is good value. 1 2 3 4 5 6 7 
4. It is unique or one of a kind. 1 2 3 4 5 6 7 
5. It can be used or displayed in my home or office. 1 2 3 4 5 6 7 
6. It makes a good gift. 1 2 3 4 5 6 7 
7. It is easy to pack or carry with me on the trip. 1 2 3 4 5 6 7 
8. It is easy to care for or dean. 1 2 3 4 5 6 7 
9. It has a name or design related to Mexico. 1 2 3 4 5 6 7 
10. It is a clever idea. 1 2 3 4 5 6 7 
11. It is new, innovative. 1 2 3 4 5 6 7 
12. How likely is it that you would buy this product for yourself? 
Cultural Values 
We want to find out what cultural values would influence your travel activities in other countries. 




1. One should live one's life independently of others 
as much as possible. 1 2 3 4 5 6 7 
2. I accept how fate shapes my life. 1 2 3 4 5 6 7 

























I enjoy developing long-tetm relationships with people. 1 2 3 4 5 6 7 
I would still be where I am today, even without 
the help of others. 1 2 3 4 5 6 7 
Sodal power should go to males. 1 2 3 4 5 6 7 
It is important to enjoy sensual pleasures such as 
food and drink. 1 2 3 4 5 6 7 
I enjoy being emotionally close to people. 1 2 3 4 5 6 7 
When I disagree with a group, I do not change 
my own stance on important issues. 1 2 3 4 5 6 7 
I would offer my seat in a bus to an elderly person. 1 2 3 4 5 6 7 
One should be modest when talking about 
his/her accomplishments. 1 2 3 4 5 6 7 
Children should live at home with their parents 
until they get married. 1 2 3 4 5 6 7 
For getting ahead, knowing influential people Is 
usually more important than ability. 1 2 3 4 5 6 7 
To be successful a person must stand alone. 1 2 3 4 5 6 7 
Working with one company for many years 
is desirable. 1 2 3 4 5 6 7 
A woman's place is at home. 1 2 3 4 5 6 7 
My parents' opinion has been important 
in the choices I make in my life. 1 2 3 4 5 6 7 
I say "No" directly when I have to. 1 2 3 4 5 6 7 
Eaming enough money to allow to me to acquire 
the things I like is important to me. 1 2 3 4 5 6 7 
It is important that other people do not see me 
in a negative light. 1 2 3 4 5 6 7 
Much that happens in life is independent of 
the human will. 1 2 3 4 5 6 7 
A larger company is generally a more desirable place 
to work than a smaller company. 1 2 3 4 5 6 7 
I prefer to give opinions that will help people 
save face rather than give a statement of truth. 1 2 3 4 5 6 7 
It is important to do things without being 
restricted by anything or anyone. 1 2 3 4 5 6 7 
Having many nice things is important to me. 1 2 3 4 5 6 7 
It is important to make my point as clearly and 
directly as possible when speaking to others. 1 2 3 4 5 6 7 
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Attitudes toward Other Cultures 
This set of questions will help us find out how your attitudes toward other cultures may be 
related to your travel activities in other countries. Please select a number from the following 
scale to rate your agreement with the following statements. 
Strongly Strongly 
Disagree Agree 
1. We all have a right to hold different beliefs about 
God and religion. 1 2 3 4 5 6 7 
2. Culturally mixed marriages are not wrong. 1 2 3 4 5 6 7 
3. It would be better to be a citizen of the world 
than of any particular nation. 1 2 3 4 5 6 7 
4. Only those products that are not available 
in tiie U.S. should be imported. 1 2 3 4 5 6 7 
5. Any healthy individual, regardless of race or religion, 
should be allowed to live wherever she/he 
wants to in the world. 1 2 3 4 5 6 7 
6. Our country should penmit the immigration of 
foreign peoples. 1 2 3 4 5 6 7 
7. I like to decorate my home or office with artifacts 
from other countries. 1 2 3 4 5 6 7 
8. I love to ti^ vel abroad if 1 have time and money. 1 2 3 4 5 6 7 
9. American products are the first, last, and foremost. 1 2 3 4 5 6 7 
10. I do not like to meet foreigners. 1 2 3 4 5 6 7 
11. I am interested in the history and culture of 
other countries. 1 2 3 4 5 6 7 
12. it is not right to purchase foreign products, 
because it puts Americans out of jobs. 1 2 3 4 5 6 7 
Guiding Principles in Your Life 
We are interested in finding out how important the following characteristics are to you in guiding 
your life. Please rate the following characteristics by writing any number from 1 to 99 In the 
blank next to the characteristic. 
1 = Not at all important to me. Notiiing I ever do is based upon this guiding principle. 
99= An extremely important guiding principle in my life. 
Everything I do is based upon this principle. 
Q-1 Equality (brotheriiood, equal opportunity for all) 
Q-2 A sense of accomplishment (lasting contributions) 
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Q-3 A world at peace (free of war and conflict) 
Q-4 An educated society (equal educational opportunities for all) 
Q-5 A comfortable life (prosperous life) 
Q-6 Environmental security (balanced coexistence of people and their 
environment) 
Q-7 A world of beauty (beauty of nature and tiie arts) 
Q-8 Pleasure (an enjoyable life) 
Q-9 Sodal recognition (respect, admiration) 
Q-10 Wisdom (a mature understanding of life) 
Q-11 Inner harmony (freedom from inner conflict) 
Q-12 Self-respect (self-esteem) 
Q-13 Happiness (contentedness) 
Knowledge of Mexico 
Q-1 How knowledgeable are you about Mexico? 
NOT AT ALL VERY KNOWLEDGEABLE 
1 2 3 4 5 6 7 
Q-2 How well do you speak Spanish? 
NOT AT ALL VERY WELL 
1 2 3 4 5 6 7 
Background Questions 
Q-1 What is your age? (Please fill in tiie blank) 
YEARS 
Q-2. You are: MALE FEMALE 
Q-3 To which race or ethnic group do you belong? (Please fill in the blank) 





Q-5 Which is your highest level of education completed? (Please circle one number) 
1 ELEMENTARY SCHOOL (grades 1-8) 
2 HIGH SCHOOL (grades 9-12) 
3 1-3 YEARS TECHNICAL, VOCATIONAL, OR COLLEGE 
4 BACCALAUREATE DEGREE 
5 SOME GRADUATE WORK 
6 A GRADUATE DEGREE 
Q-6 Are you employed? (Please circle one number) 
1 YES—If yes, please describe the job 
2 NO 
3 RETIRED 
Q-7 What was your total household income in 1995? (Please circle one number) 
1 LESS THAN $10,000 
2 $10,000 to $24,999 
3 $25,000 to $49,999 
4 $50,000 to $74,999 
5 $75,000 AND OVER 
Q-8 List the countries where you have traveled outside the U.S. during the past two years. 
If there is anything else you would like to tell us about traveling, please use this space to let us 
know. 
Before returning, please tape the enclosed survey on all three sides. This is a US Postal 
Regulation requirement. 
THANK YOU VERY MUCH FOR YOUR PARTICIPATION. 
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Column Questionnaire Item 
1-3 Respondent identification number 
4 Line number=1 
5 Travel in Mexico since January 1,1996 
1=no 
2=yes 





7 Travel frequency 
8 Travel plan 
1=no 
2=yes 

















1-3 Respondent identification number 
4 Line numbep=2 














4=have no opinion 
5=slightly agree 
6=strongly agree 








2 33 Blank 




4=have no opinion 
5=slightly agree 
6=strongly agree 








3 1-3 Respondent identification number 
3 4 Line number=3 




4=have no opinion 
5=slightly agree 
6=strongly agree 









3 18 Blank 




4=have no opinion 
5=slightiy agree 
6=strongly agree 








3 32 Blank 




4=:have no opinion 
5=slightly agree 
6=strongly agree 








4 1-3 Respondent identification number 
4 4 Line number=4 
4 5-30 Cultural values (26 values) 
1 =strongly disagree 
2=disagree 
3=slightly disagree 
4=have no opinion 
5=slightly agree 
6=strongly agree 




















4=have no opinion 
5=slightiy agree 
6=strongly agree 
Respondent identification number 
Line number=5 
Personal values (13 values) 






























3=1-3 years technical, vocational, or college 
4=baccalaureate degree 
5=some graduate work 






5 28-29 Occupation 
01=^eachers, professors, librarians 
02=health-related professions, doctors, nurses 
03=helping professions, social workers, counselors 
04=art including writers, artists, performers 
05=business owners, managers, executives 
06=administrative support, clerical, 
computer operators 
07=sales and mariceting 
OS^students 
09=professionals including law, engineering, 
computer science, journalists 
10=:sennce occupations 
11=other 
1=less than $10,000 
2=$10,000 to $24,999 
3=$25,000 to $49,999 
4=$50,000 to $74,999 
5=$75,000 and over 
5 30 Income 
5 31 Number of countries traveled 
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Last Name of Principal Investigator 
Checklist for Attachments and Time Schedule 
The following are attached (please check): 
12. ^ Leaer or written sHtement to subjects indicating clearly; 
a) purpose of the research 
b) the use of any identifier codes (names, #*5), how they will be used, and when they will be 
removed (see Item 17) 
c) an estimate of time needed for participadon in the research and the place 
d) if applicable, location of the research activity 
e) how you will ensure confidenuality 
f) in a longitudinal study, note when and how you will contact subjects later 
g) participation is voluntary; nonparticipation will not affect evaluations of the subject 
13.0 Consent form (if applicable) , 
I4.rj Lener of approval for research nam cooperating organizations or institutions (if applicable) 
15)W Data-gathering instruments 
16. Anticipated daces for contact wich subjects: 
First Contact Last Contact 
17. If applicable; ancicipaced dace that identifiers will be removed from completed survey instruments and/or audio or visual 
tapes will be erased; 
10/01/96 11/20/96 
Month / Dav / Year Month / Day / Year 
06/01/97 
Month / Day / Year 
18. Signature of Departmental Executive Officer Date Department or Administrative Unit 
9ll/hr. Textiles and Clothing 
19. Decision of the University Human Subjects Review Committee: 
Approved Project Not Approved No Action Required 
Name of Committee Chairperson 
Patricia M. Keith 
GC: 8/95 
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Table G.I. Correlations between Factors in Travel Motivations 
1. Entertainment 1.00 
2. Exploration .19* 
3. Family/Friend Relationship .31* 
4. Relaxation .20* 










Table G.2. Correlations between Factors in Tourism Styles 
1 2 3 4 5 
1. Ethnic 1.00 
2. Recreational -.04 1.00 
3. Active Outdoor .23*** .10 1.00 
4. Organized Tour .11 .35*** .07 1.00 
5. Art and History .60*** -.04 .26*** .17** 1.00 
6. Souvenir Seeking .23*** .40*** .10 .24*** .21 
* Significant at .05 level 
** Significant at .01 level 
*** Significant at .001 level 
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Table G.3. Correlations between Factors in Attitude toward Souvenirs 
Woven Rug 
1. Aesthetic 1.00 
2. Uniqueness .28*** 1.00 
3. Care and Travel .26**' .36  ^
Woven Placemat 
1. Aesthetic 1.00 
2. Uniqueness .36  ^ 1.00 
3. Care and Travel A2*** .42*** 
T-shirt 
1. Aestiietic 1.00 
2. Uniqueness .30*** 1.00 
3. Care and Travel .37*** .33*** 
Woven Belt 
1. Aesthetic 1.00 
2. Uniqueness .38*** 1.00 
3. Care and Travel .35*** .38*** 
Cushion Cover 
1. Aesthetic 1.00 
2. Uniqueness .48*** 1.00 
3. Care and Travel .35*** .40*** 
*** Significant at .001 level 
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Table G.4. Correlations between Factors in Cultural Values 
12 3 4 
1. Materialism 1.00 
2. Emotional Closeness -.00 1.00 
3. Direct Discourse .17** .10 1.00 
4. Family Conservatism .06 -.10 -.05 1.00 
5. Independence .28*** -.05 .10 .18** 
Table G.5. Congelations between Factors in Personal Values 
1. Hedonism 1.00 
2. Global Values .24*** 1.00 
3. Inner-Directed .36*** .34* 
Table G.6. Correlations between Factors in Attitude toward Other Cultures 
1. Interest in Other Cultures 1.00 
2. Consumer Ethnocentrism -.23*** 1.00 
3. World-Mindedness .42*** -.26*** 
Significant at .01 level 
* Significant at .001 level 
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APPEDIX H: DIAGRAM OF SIGNIFICANT PATHS IN THE PROPOSED MODEL 
Knowledge of 
the Host Culture 
.20*' Attitude toward 
Care and Travel 






















Figure H.1. Diagram of Significant Paths in Model with Materialism (Woven Rug) 














































































Figure H.4. Diagram of Significant Paths in Model with Hedonism (Woven Placemat) 
Knowledge of 
the Host Culture 




















Figure H.5. Diagram of Significant Paths in Model with Materiaiism (T-shirt) 
Knowledge of 
the Host Culture 





















Figure H.6. Diagram of Significant Paths in Model with Hedonism (T-shirt) 





















Figure H.7. Diagram of Significant Paths in Model with Materialism (Woven Belt) 






















Figure H.8. Diagram of Significant Patlis in Model with Hedonism (Woven Belt) 
Materialism .32' Entertainment 
Motive 
.16' Attitude toward 






















Figure H.9. Diagram of Significant Paths in Model with Materialism (Cushion Cover) 
Attitude toward 






















Figure H.10. Diagram of Significant Pattis in Modei with Hedonism (Cushion Cover) 
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